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, 1910 as the result of reading a 
George Batten ad in the Outlook, 
while plowing. And probably his 
folks thought he ought to be able | 
to plow a straighter furrow in| 
advertising, too. 


H. C. Briney got into advertising 


,-— . 


Among the items still reported | 
to be in the severe shortage class | 
by the Office of Civilian Supply | 
are alarm clocks, in spite of the | 
umper baby crop we've been | 
having. : 
"7 ¥ 

Radio should have an audit bu- 
reau, Fred Palmer suggests, but if 
you know auditors, you suspect 
that they would probably not move 
juite as fast as C. E. Hooper. 

| 

v v v 

Zenith’s $40 hearing aid has the | 
industry in a dither, ADVERTISING | 
AcE reports, but after all they still | 
old Cadillacs after Fords went} 
nto production. 


, | F 


Gladys the beautiful reception- | 
ist says she sees that handsome 
young Mr. Luckman is now head 
of Lever Bros. drug division, and 
as far as she’s concerned, there’s 
something in a name. 


, wo 


New York grocers are planning 

go to court to try te retain the 

vilege of selling vitamin prod- 
ucts, pointing out that the drug- 
gist on the corner is still selling 
lettuce sandwiches. 


, a, 


Everybody hopes those Boston 
ipparel manufacturers who are 
starting an advertising campaign | 
meet with success, but the first | 
thing they’ll need is an authentic | 
Boston glamor girl. | 


~ ee 


ADVERTISING AGE says editorially | 
that media are now inviting criti- 
cism. They used to spend most of 
their time ducking the brickbats 
dispatched by their customers | 
without invitation. 


or OS | 


Candy, says the industry ad, “is | 
easily and equitably divided.” 

but did you ever try to arrange 
an equitable division among a rep- | 
resentative group of small fry? | 


vv 
Norton Refractories is gaining 
me for having published an ad 
n an industrial paper with the! 
headline, “Portrait of a product | 
that didn’t win the war.” 
But didn’t they even get an| 
Army-Navy “E”? | 


v v v 
The National Peanut Council is 
80'ng to spend $25,000 on research, 
‘4 Maybe a part of it should be 
isd to find out why the peanuts 
‘t always come out of those 
y-in-the-slot machines. 


| 
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Dealers like to be considered as 
ders,” remarks Willard Pleuth- 
And if they’re not, they’re 
e than likely to consider the 
ufacturer and his product as 
iders. 
v v v 


n agency man looking for a 
connection says he’s a literary 
Ywriter, but if he tries for a 
on the staff of a newspaper, 
hope he doesn’t refer to him- 
as a journalist. 


Copy Cus. 


Rou h Proofs Master Plans ‘Out’; 


WPB Approves All 
Goods Possible 


Full Employment, Not 
Industry Positions, Is 
Reconversion Goal 

By STANLEY E. COHEN 


Washington, D. C., 
Every day adds more detail to the 


picture of reconversion, but it is | 
now possible to get a fairly com- | 


prehensive idea of the way Ameri- 
can industry will be turned back 
to civilian production once war 
needs have been filled. 
Reconversion may or may not 
be in the offing—the exact date 
rests on military requirements 
which only a select few could pre- 
dict—but when it comes, it is now 
certain that it will be pretty much 


|of a natural transition, with gov- 


ernment making very little effort 


{to determine what shall be made 


first and who shall make it. 

For a time, Washington and the 
business press buzzed with rumors 
of “master plans’ and there were 
long discussions of such important 
problems as the right of newcom- 
ers to enter a civilian goods field 
before prewar producers were 
once more in operation. 


Plans Go into Discard 


These matters have been re- 
solved by the pressure of events, 
and it is now definite that WPB’s 
“master plans,” and the restric- 
tions on newcomers, have been 
discarded in the face of a stern 
necessity to keep the largest possi- 
ble number of people gainfully 
employed. 

The distressing lesson of the 
Brewster cut-back, which dra- 
matically presented the question of 


‘what to do with 15,000 ex-war-/| will fix specific prices for sofa bed 


workers, clinched WPB’s policy 
decision to authorize civilian pro- 
duction wherever possible, and 
with little regard for historic in- 
dustry competitive patterns. 

Defending this decision, WPB 
CHairman Donald Nelson told the 
Truman committee that 


by this development is regrettable 
but unavoidable.” Continuing, Mr. 
Nelson warned: “Th country 
cannot afford to delay the return 
to civilian production until all 
manufacturers in each industry 
have terminated their essential 
work and are in a position to re- 
sume production.” 


Some Goods Produced 


Because contracts are cancelled 
every day, to some extent recon- 
(Continued on Page 49) 


Big Sales Job 


Ahead! See ‘Voice’, 
Page 26. Other fea- 


tures: 
Ad-libbing 12 
Coming Conventions 4\ 
Editorials 12 
Feature Page 35 


Getting Personal 


Information for Advertisers | 


In Washington 30 
Obituaries 

Photographic Review 55 
| Postwar Planning 38 | 
Private Lines 24 
Rough Proofs ! 
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any 
hardship worked on any business | 
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Major Advertisers Spend 
Millions on War Themes 


Norge and Conlon 
Add New Products 
‘to Appliance Lines 


| 
| 
| 
| 
| 


POSTWAR PLASTIC — Columbia Pro- | 
tektosite Co., Carlstadt, N. J., with an | 
eye to postwar interest in plastic con- 
| sumer items, is launching a series of 
four-color ads in July issues of trade 


Market Seen for 
Postwar Units 
> ‘ rade | postwar products will be added to 
publications. United Advertising | the household utilities line of the 
|Corporation, it was divulged here 
P today by M. G. O’Harra, vice- 
Furniture Makers will be home and farm freezers, 
automatic cycle washers, home 
’ : ' : 
ee u Isp ay |/automatic clothes dryers. 
nard J. Hank, president and chair- 
b N { J man of Conlon Corporation, dis- 
y ex anuary of Conlon washers and ironers will 
|broaden its production to include 
|for the postwar merchandising of | appliances. Pe 
‘furniture and. home furnishings, in Prior to the war, Norge Division 
next January, were described to- | home and commercial “rollator” 
day at a luncheon meeting signal- | refrigerators, standard-type wash- 
imarket being held here through | Norge has experienced a 40% in- 
| July 15. 
|nounced in Washington that new|adding that the company hopes 
i'maximum prices will be issued | manufacture of the new items in 
\tions and accessories used in up- | will provide continued high em- 
holstered furniture. The OPA also | ployment in the company’s plants. 
|and studio couch constructions, it | Marketing Opinion,” a fact-finding 
|was said. The forecast was made, | body composed of Norge distribu- 
| tions at the home furnishings mar- | mous market potential for each of 
| ket. |these products,” the sales official 
| Lawrence H. Whiting, president | declared. 3 
lof the American Furniture Mart, |and farm freezers alone,” he said, 
(Continued on Page 53) 
Bituminous Coal, Sylvania, Leave Kudner 
| New York, July 7.—Bituminous Coal Institute will switch its ac- 
| Electric Products will move its account soon from Kudner to Newell- 


Huge Potential 
Chicago, July 6.—Four new 
Agency, Newark, handles the account. | Norge division of Borg-Warner 
president in charge of sales. They 
and office unit room coolers, and 
Almost at the same time, Ber- 
closed that the peacetime maker 
Chicago, July 6.—Preparations|a full line of electrical household 
anticipation of a “full display” by | produced gas and electric ranges, 
|ing the start of the midsummer /|ing machines and home heaters. 
At the same time the OPA an-|ing the war, Mr. 
|soon for steel springs, construc- | addition to established products 
Surveys by the “Norge Jury of 
| the OPA said, to facilitate transac- | tors and dealers, showed “an enor- 
| “In the field of home 
(Continued on Page 52) 
Last Minute News Flashes 
| count from Arthur Kudner, Inc., to Benton & Bowles, Sept. 1. Sylvania 
|Emmett Company. 


‘Knox, Dunlap to Promote Women’s Hat Line 


| New York, July 7.—Introducing a new “deluxe millinery” group of | 


high-style-designed women’s hats, the Knox and Dunlap division of 
|Hat Corporation of America will launch a national dealer-cooperative 
campaign in newspapers of more than 100 cities this fall. Magazine 
copy also is scheduled. Geyer, Cornell & Newell is the agency. 
Owens Illinois Signs Fred Waring Show 

| Toledo, O., July 7.—Owens-Illinois Glass Company, 
|sponsoring “Broadway Matinee” on CBS, discontinues that program 
Aug. 4 and on Sept. 7 starts Fred Waring and jhis Pennsylvanians on 


180 Blue stations Thursday, 7-7:30 p. m., EWT, with West Coast 
repeat at 11:30 p. m. Agency is J. Walter Thompson Company, New 
York. 


Hartmann Trunk Appoints Earle Ludgin & Cc. 
| Racine, Wis., July 7—Hartmann Trunk Company, trunk and luggage 
manufacturer, has appointed Earle Ludgin & Co., Chicago, to handle 


its account, effective immediately. Plans are in preparation for an 


4 expanded advertising campaign. 


Erle Racey Joins Grant Advertising as V.P. 

Chicago, July 7.—Erle M. Racey, vice-president of Tracy-Locke 
Company, Dallas, has joined the Chicago office of Grant Advertising 
as vice-president and account executive. 


|crease in production capacity dur- | 
O’Harra said, | 


currently | 


AA Study of Top 35 
Shows Nearly All 
Promote Victory 


By LAWRENCE M. HUGHES 

New York, July 6.—Among the 
35 largest advertisers who spend 
| all told $150,000,000 or more annu- 
j}ally in major media, some are 
devoting from 10 to 75% of their 
space and time to war themes, 
an ADVERTISING AGE survey has 
revealed. 

Only a few of these companies 
|/have not put their advertising to 
work for war. 

The survey was undertaken to 
present specific and important evi- 
idence of what advertisers are 
|doing to harness their dollars and 
facilities to urgent war themes 
|suggested by OWI and the War 
Advertising Council. It was con- 
| fined to the 35 leading advertisers 
jin the belief that their experience 
|would be significant and _ their 
|example stimulating to all adver- 
| tisers. 
| Queried were nine soap and 
|drug companies, eight food, six 
tobacco, five liquor, three automo- 
bile companies, and one in chew- 
ing gum, in electric appliances, oil 
and soft drinks. Each of these 
advertisers today is spending, or 
in normal years spends, more than 
$2,000,000 annually in newspaper 
and magazine space and in net- 
work radio time. Several spend 
more than $5,000,000 each in all 
forms of advertising. 


Covers Nine-Month Period 


The advertisers were asked to 
| indicate war themes which they 
|sponsored between Sept. 1, 1943, 
and May 31, 1944; to show their 
war-theme jobs in this period 
which they thought to be, for one 
reason or another, “particularly 
|outstanding,” and to _ indicate 
|themes which they are aiding 
|actively this summer. 
| AA had intended to summarize 
| the findings in an “Advertising for 
Victory” chart. Because of the 
diversity and in some cases the 
fullness of the replies, however, 
|they are reported instead in 
“story” form. 

Twenty-four of the 35 replied. 

Of the nine soap and drug com- 


Philco Plugs First 
Video Network 
in 125 Papers 


Philadelphia, July 6.—Philco 
|Corporation begins this month in 
|125 newspapers of major markets 
\from coast to coast its first major, 
|consistent campaign on television. 
Initial ad, which runs also in 
Philco’s regular magazine list of 
Collier’s, Life, The Saturday Eve- 
ning Post and Time, announces 
“the first network—another mile- 
stone in the progress of television.” 
The network has been created 
with the opening of a Philco relay 
transmitter at Mt. Rose, N. J., 
linking Philadelphia, New York 
and Schenectady. Initial inser- 
tions will appear in 1,500 and 1,000 
line size, depending on the avail- 
ability of space 
Follow-up ads will emphasize 
the range of Philco’s experience in 
television. In the last four years, 
for example, this company has 
televised all University of Penn- 
sylvania football games here 
Hutchins Advertising 
is the agency 


Company 
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panies queried, replies came from | power, and General Motors divi- 
seven: American Home Products,|sions have been active on various 
Bristol-Myers, Colgate-Palmolive- | themes, ranging from Victory gar- 
Peet, Andrew Jergens Company,| dens to manpower. 
Lambert Pharmacal, Procter & Three of the six tobacco com- 
Gamble, and Sterling Drug, Inc. | panies queried American, Brown 
Of eight tood companies, replies|& Williamson and Lorillard—are 
were received from seven: Camp- listed as having done little on war 
bell Soup, H. J. Heinz, General|themes in the nine months. Lig- 
Foods, General Mills, Kellogg, Na-|8¢tt & Myers, however, has 
tional Dairy and Standard Brands. | P!ugged womanpower; Philip Mor- 
Among five distillers, four re-|"'S» War bonds, and Reynolds, 


nee : " : _|womanpower and recruitment of | president. | Cincinnati, July 6.—Extension of 
con at nen wel = Wacs and Waves. c-P |\the soap giants’ battle into the| 
oO" : . Of the two drug companies | -P-P Is Active |drug field, predicted by ADVERTIS- 
Some Do ‘Thorough Job’ which did not reply, Lever Bros.| In addition to special war bond |ING AGE last week in connection 


|is reported to have promoted, in 
Among the motor car industry’s |magazines, womanpower, house- 
Big Three, Chrysler and Ford re-|hold conservation, the over-all 


plied. Companies in other indus- |food program and the Wac, while | 


tries which replied were: Coca-| Miles Laboratories is said to have 
Cola, General Electric, Texas Com-|participated only in the _ radio 
pany and Wrigley. allocation plan for war themes. 


A check by this publication with Bristol - Myers Company has | 
the files of the War Advertising| been promoting war bonds and/| 


Council, however, shows that some |womanpower in Magazines and 
advertisers from whom no word|radio; has given support to all 
has come still are doing thorough |themes in the OWI radio alloca- 
war theme jobs. tion plan, and this summer will be 

A few which did reply—such as|active on womanpower, said Rob- 
Ford—apparently have done no/ert B. Brown, assistant vice-presi- 
war advertising at all. On the|dent. 


$4,000,000 annually in radio time, 

reported William M. Stedman, P&G Read for 

advertising director, devotes 10% y 

of this—or $400,000—to the war 

effort. M . M ith 
Sterling Drug, Inc., estimates f 

that in 1943 expenditure of radio ajor oves WI 

time and talent on war themes 

by five of its divisions totaled 


Sono “haus Ser.600" on" ar Drug Products 


themes by four divisions in maga 
zines, said Harvey M. Manss, vice- 


broadcasts of several shows, R. E.| With the acquisition of the Pepso- 
Healy, advertising manager,|dent Company by Lever Bros. 
pointed out that Colgate-Palm- | |Company and the establishment of 
olive-Peet Company devotes every |a separate drug sales division, 
20th broadcast to war bonds or|became even more _ certain this 
/womanpower. Other’ broadcasts| week as Procter & Gamble Com- 
/are aiding fat and waste paper | pany revealed that it plans to ex- 
salvage. pand its production in the drug 
Lambert Pharmacal Company |and cosmetic field broadly, after 
/continues to emphasize war bonds | the war. 
and womanpower in magazines.| P&G declined to discuss details 
Although Andrew Jergens Com-j|of postwar activities in the drug 


|pany has “given much air time to|industry, but observers will be 
ss, efforts,” said Robert V. Beu-| surprised if its postwar plans do 


cus, advertising vice-president,|/not include introduction of a 
our white space has been devoted | toothpaste or tooth powder, or 


other hand, since last September, American Home Products Cor-/|to product advertising with no | both. P&G has struggled long and 


Chrysler has promoted woman-| poration, which spends more than | 


(Continued on Page 50) valiantly to make Teel, its liquid 


EN ESTE NUMERO 


Resemen de tos trabajos y adelantor 
reakrados en tas industries durante 
ef who de 1943. haciendo hincapie on 
fos adelantos togradas on elec tricidad 
metolurgia geseracion de potencies 
quires aphcads serecim ferrocare 
foros y en tas febrecas de teydos 
Tambien contiene detaties de lo nue 
*0 © equipes. catitogos y notary de 
meres + todos fox ademunistradores 
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FUTURE 
MARKETS 


\ MERICAN plant capacity must be kept occupied after the 


war by development of new markets. 


Export is bound to take a prominent place in your planning. 
The industrial development of Latin America offers the possi- 
bilities to manufacturers of industrial equipment for greatly 
enlarged sales. 

Now is the time to study those markets and to act. Your 
products must be known there or they will not be bought. 
INGENIERIA INTERNACIONAL INDUsTRIA furnishes the most ef- 
fective means of establishing industry products in this great 
future market. 


Why? 


INGENIERIA INTERNACIONAL INDUSTRIA has covered Latin Amer- 
ican industry for 25 years. 
INGENIERIA INTERNACIONAL INDUSTRIA is the only publication in 


this field built on the solid foundation of a paid circulation. 


INGENIERIA INTERNACIONAL INDUSTRIA is the leader in this field 
with over 280 advertisers. more than double that of any other 
publication. 


Send for a copy of the new 40 page market study. 


Consult the “Business Publishers” Trade Counsellor Staff to 
determine the potential market for your product and the best 
ways of setting up distribution. 


Advertising Age, July 10, 1944 


AVAILABLE AGAIN 


‘There is now, as ever, oaly one geouine Benedictine D.O.M 
— world (amous for seperd quality I is o0w produced snd 
boetied io Spain from the amcient secret formals by the 
original Societe Amoovune Benedictine founded a: became 
Praace imported in full quart boreles — 50% larger chan 
the pre-war U.S size The price is wecessarily bigher due 
to tacreased size ead tare 


INSIST ON THE GENUINE 


‘There is a0 bonger any need to accep subscrutes a Bars or 
Restaurant Temporarily, however oaly lumied quanuties 
are available at peckage stores for sale by the bore Hf your 
dealer is out of mock, place an order for tater delivery 
Genuine Benedictine D.O.M bears the WILE kmport Label 
‘on the battle 


WMPORTERS SINCE 1477 
FOR THE WORLD'S FINEST BUY 
BUY MORE WAR BONDS! 


Sate Agen tor the US LH OME MONT 8 co ON Pet ee NY EN 


RENDNCTING Tends Mert fog 1 Pe 


ONE AND ONLY—To announce that 
Benedictine D.O.M. is available again 
imported from Spain in quart bottles, 
Julius Wile Sons & Co., New York, ran 
this ad in four New York dailies, 
Herald Tribune, Sun, Times and World- 
| Telegram June 26 and 27. Agency is 
J. D. Tarcher & Co., New York. 


|dentifrice, an important factor in 
'the business, but its efforts have 
| been in vain. In fact, best trade 
estimates are that P&G is currently 
spending $1.25 in promotion for 
|;every $1 of Teel it sells at whole- 
sale prices, and the proportion of J 
promotion expense to sales has 
frequently been worse than this. 

If P&G introduced a dentifrice 
of more conventional type, observ- 
|ers say it might expect reasonable 
;success. And its bull-dog deter- 
mination to carry on with Teel 
| then might be turned into a mer- 
chandising asset of considerable 
value, they add, because it would 
have little difficulty convincing the 
drug trade that once P&G intro- 
duces a product, it carries through 
on the promotion with tenacity. 


Drene the Leader 


Biggest Procter & Gamble suc- 
cess in the drug field is Drene 
shampoo, currently credited with 
|}some 21% of the market, as com- 
pared with 11% for Fitch, its near- 
est competitor. One of its next 
ventures in the field, it is reported, 
|will be a hair tonic, tentatively 
labelled Drest, which will compete 
with all the established hair tonics 
as well as the new one which Pep- 
|sodent Division of Lever Bros. 
| Company expects to introduce this 
| year. 

A serious and sustained invasion 
of the cosmetics field on the part 
of P&G is among the other moves 
| that would cause little surprise 
| among observers, who expect bot! 
Procter & Gamble and Lever Bro 
|'Company to turn a constantly in- 
| creasing portion of their corporate 
|attention to the drug store prod- 
lucts field after the war. 

P&G plunged formally into the 
field early in 1943, by establishin 
a drug and allied products div 
sion, headed by Harold R. Hal 
previously vice-president of Baue 
& Black division of the Kenda! 
Company. 


Joins Campbell-Ewald 

J. R. Hadfield, financial report: 
and advertising column editor 
the Chicago Sun, and prior to th:' 
a member of the staff of the C! 
cago Journal of Commerce, hi: 
joined the Detroit office of Cam) - 
bell-Ewald Company, and w 
handle publicity on the Norge | 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
| Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)) 


mia [NGENIERIA 


NAL 
ERMACIONAL orem 


E FARMALEUTICO 


published monthly in Span pub - ved monthly in Span published monthly in Eng- published monthly in Span- published monthly in Span- 
lates to the Latin ish, circulates to the Latin lish and circulating on a ish and circulating on a ish and circulating on a 
American industrial and e1 American construction and paid subscription basis to paid subscription basis to . are : 
gineering, governmental and engineering governmental the automotive trade and the automotive trade and paid subscription besis to 
perting paid subscriber ind = importing paid = sub transport field” = in Asia, transport field in Latin the drug trade and health { 
readers scriber readers. Africa, Europe and Oceania. America, field in Latin America. — 


| 1 The Magazine of Architecture 


vision account. 
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The Picture in True 
Detective that trapped 
“Pretty Boy” Floyd 


Th Line-Up is a department of thirteen years 
ling in True Detective and Master Detective. 
operation with leading law enforcement officers 
scribes wanted criminals and offers rewards 
the publisher, frequently from others. To date 
criminals have been captured through the 
es of the Line-Up. 


The Magazines 
Silenced this 


THE MEASURE OF A MAGAZINE’S WORTH 


In his short, violent criminal career, he shot down eleven 
men—six of them police officers; he kidnapped twenty- 
three, using them as human bullet-shields in getaways 
from bank hold-ups—thirteen ruthless, bloody hold-ups. 


Every city, town, hamlet and county in the Middlewest 
and Southwest formed posses—called on sheriffs, deputies, 
marshals, police chiefs, plain clothesmen and patrolmen 
to get this man ‘“‘Pretty Boy”’ Floyd. 


F.B.I. and great private detective organizations fol- 
lowed thousands of tips—only to find their wily quarry 
had just slipped away. Thirty-seven separate manhunts 
were organized—some covering vast areas where he was 
known to be—36 times he escaped nets that captured 
39 lesser criminals. For this dangerous killer had an 
animal’s wary sixth sense of imminent capture—always 
seemed to know when danger threatened. 


Something lulled that sixth sense when he asked gentle, 
hospitable True Detective reader Robert Robinson for 


ITS HOLD ON 


a sandwich. Perhaps because there was nothing of the 
police officer about this kindly old farmer. But Robinson 
was to prove his Nemesis within four hours of their meeting. 


For the faintly familiar face haunted Robinson. Where 
had he seen it? Then when he saw his copy of True 
Detective on the living-room table, he remembered he 
had seen it in the T. D. Line-Up. He looked again— made 
doubly sure and hastened to his friend and neighbor, 
Constable Clyde O. Birch. Constable Birch immediately 
gave the tip to Federal Agents and the long-last chase 
—the 37th manhunt—started from Robinson’s farm. 


On the nearby farm of Mrs. Ellen Conkle, Federal 
Agent Melvin Purvis, with local police and three of his 
own Government agents spotted ‘Pretty Boy’’—gave 
the sharp command “Halt! Stick ’em up!” Floyd, gun 
in hand, wavered, ran toward outbuildings, crashed under 
the officers’ gunfire. The nation’s most dangerous killer 
was dead. 
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informed the War Production} shown, was used for “the manage- 
‘Board. Direct mail advertising in| ment, control, direction and opera- 
this period declined 75%. MHouse|tion of war and civilian besisees | 
organs were less affected. ‘or used by federal, state and 
The report, based on “the first | municipal governments and the | 
scientific analysis of the use of | Army and Navy.” 
paper by the commercial printing| Between 1941 and 1944, gov- 
industry,” covering paper for gov- | ernment printing, including Army 
ernment printing, functional and|and Navy orders, increased five 


50% Since ‘41 
o SINCE 4, 
Industry Reports |utility printing, advertising and|times to the approximate level of 
}other types of printing, is based | advertising printing. 


New York, July 5.—Advertising | on a sampling of about 10% of all| The analysis was prepared with 
printing, “never as large an item|paper processed by commercial|the cooperation of 21 local print- 
as supposed, has been cut in half | printers under WPB Order L-241. |ing associations throughout the 
since 1941,” the Joint Committee More than 80% of the paper|country. James F. Newcomb, New 
on Government Relations of the | employed by commercial printers | York, and Edwin Lennox, Chicago, 
Commercial Printing Industry has|in the first quarter of 1944, it is|are co-chairmen of the committee. 


Ad Printing Cut 


oe a r ee 
a Fe _ 


Lady Esther Ads 
Warn of Dangers 


Chicago, July 6.—Inviting a 
competitive battle in the cosmetic 


the popular cake make-up this 


copy warning women against its 
dangers and _ proclaiming’ the 
merits of face powder. 

The newspaper schedule, on a 
nationwide basis, may be followed 


ce > ; 
The Recognized “Supply Line”’ 
of ‘Current Marine Information 


Aid 
Huge Marine 


And a Vital Production 
to the 


Industry 


in Cake Make-ups 


field, Lady Esther Ltd. pitched into 


week with large-space newspaper | 


KRCHANT ships built in American yards 


during the first five months of this year 


totaled 719 vessels aggregating 7,247,557 dead- 
weight tons! This was a gain over the previous 
peak for this period reached last year when 712 
vessels aggregating 7,140,000 de -adweight tons 
were built. 


In the huge marine market—with its tremendous 
selling opportunities—-Marine Engineering and 
Shipping Review offers a rapid and direct way 
to keep your product story before key men in 
all parts of the country who are responsible for 
ship production, operation and repair. ‘This pub- 
lication—the marine industry’s business paper of 
engineering authority—gives prominent atten- 
tion to the vital technical and engineering prob- 
lems of its field. 


Through its pre-eminent editorial service, Marine 


Engineering and Shipping Review continuously 
mauntains its foremost position in the marine in- 


eS 


National Press Bldg.,Washington 4, D.C. 


dustry in paid audited circulation . . . in 
industry standing and recognition . . . and in 
advertising volume. It is the first choice of 
marine manufacturers to carry their advertising. 
For years it has led its field in the number of 
advertising pages. 


Regular advertising messages in this publication 
will give you a commanding position for main- 
taining strong marine industry business relation- 
ships. 


Write for a copy of our booklet, "1944 
Shipbuilding Market." 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams Street, Chicago 3. Terminal Tower, Cleveland 


530 W. 6th St., Los Angeles 14 1038 Henry Bldg., Seattle 1 


» Marine Engineering 


13 


300 Montgomery St., San Francisco 4 


Advertising Age, July 10, 1944 


(by a magazine series this fall, 
|sounding the same warning. 

| With accompanying art which 
| portrays a woman whose pores are 
herr scrutinized by a skin spe- 
| cialist, the hard-hitting initial copy 
tells women that these experts say 
“Stop using cake make-up. “Tt 


Don’t Cork Pore-Mouths 
_ With Cake Make-Up! 


| 


| WARNS SCIENCE 


WHICH If TOUR SKIN? 


Sra 
Clean Shin 

2 

Shin with Cobe Moke-up 
epphed 

3 

Shen wth Cobe Mobe-up . 
removed ws 


Lady Esther baby-texture powder gives that 
young, smooth, “flawless look” without danger! 


Shin specialists have told me ther les but rather like a delicate 
first warning to gurls with shun flattering film that hides litte 
trouble 1s * using ‘ lines and blemishes clings ¢ long 
up” Vt exposes del hours Even im strong sunlight, 
three serious risk your face never looks mask-like 
coarseness and blemishe chalky ~ st utterly natural as 
less ri whe an fine smoc nd flawless a: lovely 
far more exetting | r 
ut danger 
Why Lody Esther "Glomerizes 


your shin without denger 
} 


m expenence that no 
ther make = s half so fla ae 
' nd stays fresh so 


long me per 


mt My adarens ty TIE SSUN St Ghlcege Hr 


3 
4 POWDER 


= } 
© 
‘ Gives ina tehy tote Ot op fe ie ee, 


exposes delicate skin to three seri- 
ous risks, dryness, coarseness and 
blemishes,” the ad continues. 
“Needless risks, when you can 
achieve far more exciting loveli- 
ness ... without danger.” 

A line at the bottom of the ad 
asks “What is your experience 
with cake make-up?” and invites 
women to send their answers to 
“Lady Esther,’ Chicago. 

The Biow Company, New York, 
handles the account. 


N. Y. State Launches 
Vacation Campaign 


A summer vacation advertising 
campaign has been launched by 
the State of New York, with the 
bulk of the copy going to news- 
papers in the metropolitan area. 

With its original vacation-recre- 
|ation slogan, “New York—the 
‘State that Offers Everything” 
| changed to read “Has Everything,”’ 
\the campaign includes full-page 
|insertions in Sunday editions, in- 
cluding the New York Times’ 
| Magazine section. Four free book- 
|lets, covering New York City and 
|Long Island, southern New York, 
northern New York and central 
|} and western New York, are offered 
|through keyed addresses to the 
|Department of Commerce in Al- 
|bany. Duane Jones Company, 
New York, is the agency. 


Austin Joins Compton 

Arthur Austin, former NBC pro- 
| ducer, has joined the radio depart- 
ment of Compton Advertising, 
New York, as a program super- 
visor. 


For Authoritative 
Technical Articles - 
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Pencil Points 


The Magazine of Architecture 
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PHCENIX MUTUAL LIFE INSURANCE COMPANY 


SS 


uses Ghe New Pork Gimes Magazine 


as a basic part ~. 


of its national ma gaze cam paign 


(prepared and placed by 


Batten, Barton, Durstine & Osborn, Inc.) 


OS betiey Hayes \ tarde 


Because The New York Times 


Magazine is read by a vast 
audience of solid. substantial. 


opinion-forming citizens in 


more than 10.000 cities and 
towns throughout America. = 
advertisers include it in their 


basic magazine schedules. 
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Danny Danker, JWT 
‘Miracle Man’ of 
Hollywood, Dies 


Los Angeles, July 6.— Daniel 
Joseph Danker Jr., the legendary 
“Hollywood man” of J. Walter 
Thompson Company who undoubt- 
edly did more to weld the Holly- 
wood human firmament into the 
advertising scene than any other 
individual, died at his apartment 
here today. He was only 41 years 
old, and the heart attack which 


far as can be learned, 
unexpected. 


| Wonderland, 


make some of the fictional char- 
acters of advertising look like 
conscious attempts at understate- 
ment. A Boston Irishman who 
was exposed to the finest social 
polish at Exeter and Harvard 
without serious effect, he was a 
bluff, hearty, jovial, rough and 
ready type with an amazing abil- 
ity to make friends and influence 
the right people. 

Getting out of Harvard with a 
B.A. in the middle of what has 
been called the era of wonderful 
nonsense, Danny started his busi- 
ness career as a more or less glor- 
ified office boy at JWT’s New York 
office, but it wasn’t very long be- 
fore he had switched 
tions to the 
where he 


|ately began an amazing career of 
struck him down suddenly was, as | 


completely | 


Daniel Danker’s life and doings | 


signing .up screen luminaries for 
JWT clients. 

The work that made him famous 
was done for Lever Bros.’ Lux 


his opera- | 
Hollywood Wonder- | 
immedi- | 


Daniel J. Danker Jr. 


| 


toilet soap, on whose behalf he 


lachieved testimonials—all without | 


charge—from every ranking screen 
star with the single exception of 


Greta Garbo. In recent years he 
has devoted most of his attention 
to radio activities, but legend—and 
not too legendary at that—has it 
that he has maintained throughout 
the years a practical monopoly of 
air and testimonial rights to all of 


| Hollywood’s elite. There are many 
who will testify that he knew more | 
| Hollywoodites than any other per- 


|son, not excluding the most fa- 
mous movie columnists, and that 
most of them were proud to claim 
| him as a personal friend. 


The Lux testimonials were all | 


free, and most of them were ex- 
|clusive, but Danny made up for 
| this comparative  niggardliness 
|when he started buying talent for 
ithe Lux Radio Theater and other 
shows. For these he frequently 
_paid as much as $5,000 for a sin- 
| gle appearance. 


requested JWT to give Danker a 
$50,000 annual expense account, 
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the War Ad ertising ( Tounk il we are offeri 


ng reprints of this advertisement to anyone who 


SALVAGE 


PROGRAM 


wishes to have them.) 


Legend has it that Lever Bros. | 


Advertising Age, July 10, 1944 


but there are also reports that the 
| party-going, party-giving Danke: 
|somehow managed to scrape by on 
;much less, actually using only 
|about $20,000 a year to keep him- 
self in business circulation until] 
| rising costs of this and that boosted 
| the price during the last few years. 
Danker got amazing results for 
JWT and for its clients, but some 
staid admen, including several 
within the JWT organization, 
couldn’t quite see his unorthodox / 
methods of operation as good busi- 
ness, and report has it that his 
|elevation to a vice-presidency some 
| years ago caused considerable an- 
guish in some circles, and actually 


resulted in the departure from the = » 
JWT camp of several executives. ' 
ue ; 
JOHN T. BARRONS ee 
Kansas City, Mo., July 5.—John x 
|T. Barrons, who served for 47 - 
| years as advertising manager, and 4 
ian officer and director of the Kan- 
|sas City Star, died June 28. He CO) 
|was 76. ‘ oF 
Mr. Barrons joined the publica- he 


1887, and was named to 
|the advertising directorship in 
1897. He was elected a director 
of the Kansas City Star Company 
| when it was incorporated in 1926, 
and also served as secretary of 
the publishing company. 


| tion in 


There will be 
no summer- 
slump with 
the daily 
shock of in- 
Vvasion news. 


Commentator Edward Jorgenson 
presents one of the great oppor- 
tunities in daytime radio on the 
Pacific Coast. 


Blue Newsroom Review... 1:50 
to 2:00 P. M.— Monday through 
Friday. Available two, three or 
five times weekly. 


The sponsor starts at the second 
highest tune-in point of the entire 
day. * 

The 1:30 to 1:45 P. M. section of 
the Blue Newsroom preceding 
this availabilty now has a 3.3 
Hooper rating and is followed 
by “What's Doin’, Ladies?” which 
is completely sold out. 


one ¢ 


Edward Jorgenson is one of the 
current best buys on the Pacific 
Blue. Jorgenson’s cost-per-inquiry, 
measured against programs whose 
cost-per-inquiry records are the 
lowest in the country, is very, very 
low. It’s the 
“Blue's” ad- 
vice to get in 
now before 
Jorgenson's 
“Gone With 
The News”. 


trializ 


answe 


Other Good Times are still to be 
had on the Pacific Blue, but 
hurry now to your nearest Blue 
Network Office. 

New York « Chicago + Hollywood 
San Francisco Detroit « Pittsburgh 


* May 1944 Hooper National Report 
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Why has the Puget Sound region of the State of Washington become 
one of the country’s outstanding centers of war production ? 


What opportunities does the future hold for this area where rapid indus- 
trialization attracted nation-wide attention even before the war? 


No one in the State of Washington is better qualified to provide the 
answers than its governor, Arthur B. Langlie. 


Here is his forthright comment, developed in an interview with the 
Settle Post-Intelligencer: 


Interviewer: Governor, what single factor, in your opinion, will exert 
the greatest favorable influence on the continued industrial growth of the Puget 
Sound region ? 

Gov. Langlie: Some people might say “the war” because the Puget 
ind region experienced its greatest peace-time industrial expansion after the last 

I believe history will repeat itself in this respect. But “something new” has 
Seen added which will give our industrial growth an even greater impetus after 
; war. 


Interviewer: Will you name that “something new” ? 


Number 4 of a Series——Talks With Seattle’s Wartime Leaders 
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Gov. Langlie: Yes. Our super-abundance of cheap electric power. Har- 
nessing of the mighty Columbia River by the Grand Coulee and Bonneville dams 
has given the Pacific Northwest the greatest active reservoir of cheap power in the 
nation. 


Interviewer: Would you mind citing the practical benefits ? 


Gov. Langlie: That’s an easy one. For instance, one of the country’s 
greatest industries built a big plant in western Washington because of the low cost 
of our power. Despite the fact that it had to haul its raw material from the Atlantic 
seaboard and reship the manufactured product to the midwest, its low power rate 
not only compensated for the cost of the double freight haul but increased its 
revenue the equivalent of 34 cent a pound on its tremendous output. That, of 
course, is only one example. Other nationally known corporations and many 
smaller businesses have engaged in profitable operations here because of unlimited 
cheap power. 


Interviewer: Are you making a distinction between peace-time and war- 
time operations ? 


Gov. Langlie: Yes indeed. Industry in the State of Washington was 
enjoying cheap power before the war. Naturally, like the nation’s industrial 
machine, most of our industry now is employed directly in the war effort. When 
the war is over this abundance of cheap power again will be available for peace- 
time uses. It is the “something new” which will take us even farther along the road 
of industrialization than we went after World War I. 


The Post-Intelligencer has done a fine job of aiding and publicizing this 
new era of abundant power upon which Washington State has entered. I know 
that it will continue the good work. 
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ANA Snaugurates 
Continuing Study 
of Public Opinion 


New York, July 6.— Formal 
launching of a continuing study of 


public opinion, sponsored by Asso- | 


ciation of National Advertisers, 
was announced today by Paul B. 
West, ANA president. 

The study is being supervised 
by the association’s public rela- 
tions committee, of which Charles 
Cc. Carr, Aluminum Company of 
America, is chairman. Opinion 
Research Corporation, Princeton, 
N. J., will do the research work. 
The continuing program follows a 
pilot study made by ORC, some 
findings of which were announced 
at the ANA meeting in Rye, N. Y.., 
two months ago (AA, May 8). 

“American citizens are going to 
be asked for their opinions in 


order to help industry in all its | 


public relationships, including war 
and postwar advertising cam- 


paigns,” Mr. West pointed out. 


| industry more closely in touch | “1, 

| with the thinking and feeling of|the American people want to re- | 
|factory, office, and service work-|turn to a privately owned and | 
\ers, farmers, housewives, returning |managed economy after the war | 


| veterans, and others. 
Thorough Job Planned 


“The interviews with repre- 
|sentative citizens will be long and 
| thorough and will be arranged by 
| advance appointments to suit the 
'convenience of the persons inter- 
viewed. Our member companies 
want to know specifically what 
the public approves or disapproves 
about business; what it under- 
stands and doesn’t understand 
fully; what steps it would suggest 
for improvement, both in adver- 
tising and other business activities 
affecting the public. 

“National advertisers are _ in- 
volved in many special campaigns 
helpful to the war effort, and they 
want to make these as useful as 


| 
} 
| 
| 
| 


| possible. 
leager to do all they can to aid 
healthy reconversion to peacetime 
‘and sound postwar conditions.” 


booklet form are being issued to 
ANA members this week. Con- 


Advertisers also are| 


Results of the pilot study in| 


| clusions of that study, as summar-;can be used to your advantage in 
|The study is intended “to keep | 


ized in the booklet, are: |your competition with other types 


You can count on it that|of social leadership.” 


Shows Belief in Business 


: These favorable factors are 
land that great pressure will be listed as the public’s approval of 
jexerted on government to liqui-| “the war record of business”; the 
date the war production program | pyblic’s belief that business can 
| as speedily as possible. make jobs and its approval of 
| “2, 2h drive toward collectiv- advertising which emphasizes 
|ism of the past decade is failing in|“your intention to create such 
|attaining its ultimate goal—state| jobs’; and the public’s belief in 
'socialism. You can lay your plans|the leadership of business—even 
|for the postwar era on the theory |though this belief is impaired to 
| that if public opinion prevails—|some degree by “a suspicion of 
/and it usually does in the long run| excess profits, and a question as 
|—you will not be taken over by|to whether business can improve 
|the state, that there is still room| jts human relationships.” 
| for individual corporate enterprise, War themes which appear to 
/competing to manufacture newer, | have made the greatest impression 
|better products at lower prices. |in the pilot study were war bonds, 
|The tide of public opinion is now | recalled by 37%; salvaging of pa- 
lrunning with you instead of | per, tin, fat, etc., 36%; conservation 
against you. lor “make things do,” 15%; “get 
“3. Business is stronger in the|a war job,” 14%; and Red Cross 
|public’s estimation than is gener-/| blood bank, 11%. Other widely- 
ally recognized. The market for| promoted themes, such as tire and 
|business leadership is bullish.| gas saving, black markets, don’t 
| Therein lies a great challenge and|telephone, and Victory gardens, 
|a great opportunity. | were recalled by Only 9 to 2%, 
“4. You will enter the postwar|and 21% of those interviewed 
| period with powerful symbols and | could recall none at all. 
favorable public judgments which! Principal reasons given by those 
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lastics magazine 


Dominant, Authoritative, Reliable... 


Modern Plastics was the first magazine devoted to the subject of plastics in the 


United States. Its 18 years of service to the industry have established its domi- 


nanl 


position in plastics. 


lt is read by the leading executives in the top firms who use plastics. These 


are the consumers—the market for plastics— America’s most progressive indus- 


trialists. They make everything from automobiles to musical instruments, taking 


in both light and heavy industry. 


It is read by more than 95 percent of the plastics industry. This includes 


molders, laminators, fabricators, extruders, raw materials manufacturers and 


makers of plastics machinery and tools. 


\ll of these men rely on Modern Plastics as the authority. They pay $5.00 


per year for it and they read it avidly. That is why you will find among Modern 


Plastics’ more than 400 advertisers the names of the outstanding suppliers of 


everything that is used in plastics. The leading molders, fabricators, extruders, 


laminators and raw materials manufacturers are steady advertisers. So are the 


suppliers of plastic presses, files, buffing compounds, electrical motors, electronic 


, equipment and many, many more. 


Modern Plastics’ great editorial staff — 14 trained experts with years of 


background in plastics — can tell you all about the plastics industry, its con- 


sumers and their potential as a market for your products. The information will 


be given gladly and without obligation. 


ODERN 


LASTICS 


MAGAZINE 


One of America’s Great Industrial Publications 


Published by 


os Angeles. 


Modern Plastics Ine: 


Cleveland, 


' 122 East 42nd Street 
New York 17. N. Y. 


Chicago, Washington 
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|interviewed to the question, “Wh 
|do you suppose companies do w; 
theme advertising?” were: “J; 
good business, good advertisin; 
keeps their name before the pub- 
lic,” 42%; “it’s patriotic,” 29: 
helps the public to “‘save, conser 
do their bit,” 13%; “they’ve not 
ing else to advertise or sell a 
have to use their advertising a 
propriation somehow,” 10%. 

On the other hand, only | 
gave as the companies’ reason /., 
such advertising to “avoid paying 
taxes.” 

The pilot study was made }, 
Harold Read, vice-president 4 
Opinion Research Corporation and 
associates, under a research su)- 
committee of the ANA public re 
tions committee. The subcomm ¢- 
tee was headed by Verne Burne't 
then of General Foods Corpor:- 
tion, and was composed of Allan 
Brown, Bakelite Corporation; Gor- 
don E. Cole, Can Manufacture;,s’ 
Institute, and George S. McMillan 
Bristol-Myers Company. 


F irestone War Show 
Held in 50 Cities 


With a showing in the ballroon 
of the Waldorf-Astoria, New York 
Firestone Tire & Rubber Company, 
completed a 50-city swing across 
the country of an exhibit showing 
that war production means saving 
lives, as well as the destruction o! 
lives. 

Exhibits ranged from a one- 
man rubber lifeboat that fits int; 
a package no larger than a Ney 
York city telephone directory t 
tires that will run from 40 to 100 
miles after being torn by bullets 
|or shell fire. At one booth, 
|chemical engineer allowed guest 
b. make their own synthetic rub- 

er. 


Freeman Opens Office 


A. Albert Freeman, former a: 


‘director of the manufacturing de- : 


/partment of E. P. Dutton & Co 


has opened his own office to bef 
| known as Visualart at 208 E. 28thff 
|St., New York, to handle adver-f 
|tising production and book de-f 


signing. 


Why they 
eall the 


POST 
New York’s 


YOUTH-paper 


| REASON NO. 8 | 


readers compared with 
City population 
N.Y. N.Y 
Post = CITY 
18-24 YEAR OLDS. . .22.0%,...17.1 
25-34 YEAR OLDS. . .33.3%,...26.4 
35-44 YEAR OLDS.. 30.7%,...23.4 


OVER 45 a0... 33.1 

*1940 Cen 
The age 
among New York’s newspaper: 
but one of the many startling fa 
disclosed in a recent survey ma 
among 9422 New York departm 
store shoppers by Fact Finders 


the New York Post. 


WRITE FOR THE COM- 
PLETE FACT FINDERS 
“REPORT TO YOU.” It i: 
FREE on request. 


vou DOSI 


75 WEST ST. * N.Y.C.6 


Mary McClung, Advertising Director 
Ed Kennelly, Nati. Advertising Manage’ 


‘| Age of New York Post | 
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. I regard U.S.News as one 


of the most interesting and 


hentic of the publications 


ead by me." 


R. Wilson, President 


2 HALOID COMPANY 


is a godsend to the over-taxed executive 
... Spot Analysis, a composite of report- 
ing, interpreting and forecasting events as 
soon as they are run to earth... An original 
kind of journalism, Spot Analysis combines 
speed with insight, power of condensation 
coupled with a wise selection of essen- 


tials—the entire operation performed 


by newspaper men already trained in 
handling spot-news... Yes, Spot Analysis 


is a godsend to over-burdened executives. 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


Daniel 1shle 


Vice President in charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y 


NEWS OF NATIONAL AFFAIRS~—more than ever important in the 


pertods that lie ahead 
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OWI Drive Urges 
‘Planned Spending 
Bids for Support 


Washington, July 6.—OWI will 
distribute within a few days a} 
campaign book for an important} 
new program which enlists adver- 
tiser support to preach wise money 
management, with particular em- | 
phasis on the importance to the 
individual of saving now so he 
can buy consumer goods after the 
war. 

The full program is_ called 
“Planned Spending and Saving”, 
and is chiefly devoted to reducing 
consumer demand by encouraging 
more families to budget their in- 
come and spending. 

As a segment of the govern- 
ment’s economic stabilization pro- 
gram, it is intended to tell “why” 
people should enlist in the battle 
against rising prices, and “what” 
they should do. 

The “why”, according to the 
program, is because careful money 
management has an unusual im- 
portance in wartime both to the 
individual and the country. The 
“how” is by planning expendi- 
tures, and by using practices 
which enable a family to spend 
less and save more. The program 
argues persuasively that funds 
should be set aside and earmarked 
for goods that will become avail- 
able after the war—‘goods that 
will almost certainly be better and 
may be more reasonable in price”. 


Shows Replacement Needs 


Shaping itself for use of con- 
sumer goods advertisers, it also 
points out that “provision should | 
be made for the replacement of 
goods now in use which will be 
wearing out.” It adds that “nor- | 
mally most families pay for such | 
items as cars, refrigerators and | 
washers while using them. To-| 
day these items are no longer | 
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FIRST AND 
THEN SOME 


O say that The 

Herald-Traveler 
is first in Boston is 
a shining example 
of inadequacy. 


§ The ascendancy of 
The Herald-Travel- 
er over its competi- 
tors is the difference 
between a nose and 
a landslide. 


9 It is so far ahead 
of every other news- 
paper in Boston 
that it has for ten 
years stood high 
among the leading 
newspapers of the 
United States. 


Always First in Boston 
Often First in America 


THE <a? 
HERALD-TRAVELER 
Boston, Massachusetts 


As 


George “A. McDevitt Co. 


National Representatives 
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available and the ones in use are 
wearing out. 

“It is obviously desirable to lay 
away funds for the purchase of 
such goods when they come on 
the market. Otherwise many fam- 
ilies will be in the position of 
having to replace many substan- 
tial items in a short period of time 
without having the money to do 
so. Money saved on the operation 
of the family car under rationing 
can either be frittered away or 
put aside toward the purchase of 
a new car after the war.” 

At first glance, “Planned Spend- 
ing and Saving” appears to be of 
interest chiefly to financial insti- 
tutions, insurance companies, and 
others interested in educating the 
public in the use of a budget. In 
fact, the WAC task force for the 
program is Edwin Byrd Wilson, 
New York specialist in financial 
advertising. 
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OWI officials handling the cam- | 


paign, including S. O. Lessor, cam- 
paign manager for economic sta- 
bilization, and Alberta Altman, a 
new arrival from the WLB who 
handles this particular campaign, 
visualize it as of even wider sig- 
nificance to consumer goods peo- 
ple, including textile and soap 
manufacturers, 

Purpose, they point out, is to 
convince people they should get 
the maximum use from what they 
buy, conserve what they have, and 
invest in improvements that will 
result in ultimate savings, and 
shop carefully, including “buy 
larger, more economical sizes” and 
“buy at sale prices whenever pos- 
sible.” 

The campaign is expected to 
interest the food industry, for the 
public is urged to make food go 
as far as possible; it fits into the 
“prepare for winter” effort, for 


“winterize’ is a recommended 
form of improvement which will 
result in saving. Another is paint, 
to protect surfaces. Soap and tex- 
tile firms will be interested in pos- 
sibilities of teaching best methods 
of making textiles last. 

OWI points out that account 
should be taken of highly personal 
incentives in this campaign. ‘‘Peo- 
ple save primarily to get things 
they want for themselves or their 
loved ones—for such goals as a 
trip, some desired object, security 
in old age, or education for their 
children. Information material 
should of course emphasize these 
same goals.” 


Nash Names Anderson 


B. C. Anderson has been ap- 
pointed assistant general sales 
manager of Nash Motors of Can- 
ada, Windsor, Ont. 
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Williams Takes Over 


Myron B. Gordon, for nine years 
vice-president and general man- 
ager of Wright Aeronautical Cor- 
poration, Paterson, N. J., has re- 
signed that position and will be 
succeeded by G. M. Williams 
senior vice-president of Curtiss 
Wright Corporation. Richard § 
Huested has been appointed man 
ager of Curtiss-Wright’s Washing- 
ton, D. C., office. 


NBC Names Meyers 


Joseph Meyers, former new 
supervisor for NBC, has been ap 
pointed acting manager of the net 
work’s special events department 
replacing Lathrop Mack, nov 
guest relations manager. Bo} 
Davis, former trade press edito; 
of station WOR, New York, ha 
joined the press department o! 
NBC. 


AND THE JURY OF SMALL 
TOOL ADVERTISERS 
APPROVES 


During 1943, 134 manufacturers of 
small tools, gages and attachments 
ran 529 pages in The Iron Age. This 
represented 13°, of all advertisers in 
the publication and 7°, of all 1943 


advertising space. 


The scope of The Iron Age adver- 
tising is as broad as the editorial 
coverage of this leading metalwork- 
ing paper, and the 100,000 key men 
in the industry who read it regularly 
find advertising information to meet 
the needs of their all-inclusive inter- 


ests in every phase of metalworking 


production. 
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Block Market Ad 
Exaggerates Case, 
Canada Court Says 


Toronto, July 5.—Holding that 
the -dvertisements were prejudi- 
cial ‘(o efficient prosecution of the 
war, the Crown last week rejected 
an oppeal for non-suit made in 
cour: here by the Joy Oil Com- 
pany and its president, Mrs. Mar- 
gare. Austin, charged with a 
preach of the Defense of Canada 
Reg lations. 

Special Prosecutor J. ©. McRuer 
said the basis of the Crown’s pros- 
eculion is the Joy Oil Company’s 
full-page advertisement headed, 
“An appeal to the Rt. Hon. Mac- 
Kenzie King to stop the gas black 
market.” in which reference is 
mace to consumption of gasoline 


_— 


per motor vehicle in the pre-ra- 
tioning and post-rationing periods 
of 1941 and ’42. 

Objection is also taken to state- 
ments under the heading, “Black 
Market Sales, Est’d 300,000,000 
Gallons Yearly.” The paragraph 
in question asserts that “the aver- 
age Canadian citizen comes to the 
conclusion that the coupon system 
of gasoline rationing is a gigantic 
hoax, being perpetrated on the 
Canadian public.” 

Counsel for defense George 
Bagwell argued unsuccessfully 
that the advertisement was an act 
of criticism in good faith of the 
present rationing system based on 
the distribution of coupons. 

In the section of the advertise- 
ment objected to, the gasoline vol- 
ume for 1942 is shown at 891,599,- 
512 gallons. This is divided by the 
number of licensed motor vehicles, 
showing a consumption of 585 gal- 


EC 


lons per year for each vehicle, as 
compared with the oil controller’s 
“standard” coupon allowance of 
120 gallons per year. 


Turtles Liven Campaign 


Live turtles bearing the painted 
message, “Meet Mr. Norane,” re- 
cently were distributed by Im- 
pregnole Corporation, New York, 
to promote its water - repellent 
chemical, Norane. In addition, the 
company will use all available 
trade publications, magazines and 
direct mail. 


Station KJBS Sold 

Station KJBS, San Francisco, 
has been sold to a syndicate of 
eight persons for $200,000, repre- 
senting all of the capital stock of 
Julius Brunton & Sons Company, 
licensee of the station. No policy 
or personnel changes are expected. 


Join Olmsted-Foley 


Warren T. Way, formerly with 
the McCord Company, Minneapo- 


\lis, and James C. Hanley, recently 


discharged from the Army, have 
joined the copy staff of Olmsted & 
Foley, Minneapolis agency. 


Reviews Ad Club Year 


A 46-page booklet reviewing the 
past years’ activities of the Ro- 
chester, N. Y., ad club, has been 
published by Neil A. Gallagher, 
publicity director of Sibley, Lind- 
say & Curr Company, Rochester. 


‘Look’ Adds Office 

Look has opened a Philadelphia 
office at 12 S. 12th St. to serve 
the East Coast area south of Phila- 
delphia. It is headed by Frank 
McFaden, formerly of the New 
York advertising office. 


_.AND THE IRON AGE ® 


LEADS IN QUANTITY OF QUALITY. 


The Iron Age is far more than a tool publication. It is 


edited for, and read by, 100,000 key men in the metal- 
working industry and covers all phases of their multi- 
sided interests and problems. 

Yet—during a recent 12-month period an impartial 
jury recommended more Iron Age articles on tools to its 
aviation and automotive members than were selected 
from any other publication, including those specializing 
in small tools and allied products. 

This is not surprising when you know that another 
great jury, made up of 100,000 metalworking magazine 
readers, prefers The Iron Age, by a generous margin, to 
all other publications in the field . . . reads it avidly, 
every week, and uses its helpful information and advice 


H. K. HOTTENSTEIN 
1134 OTIS BUILDING 


ROBERT F. BLAIR 
1016 GUARDIAN BUILDING 


CHICAGO 3 CLEVELAND 14 
Franklin 0203 Main 0988 
W. J. FITZGERALD Cc. H. OBER 


428 PARK BUILDING 
PITTSBURGH 22 
Atlantic 1832 


H. E. LEONARD 
100 E. 42D STREET 
NEW YORK 17 
Murray Hill 5-8600 


A Chilton @ Publication 
100 East 42nd Street, New York 17, N. Y. aC) 


to assist them in their vital wartime production jobs. 

A substantial proportion of the editorial space in The 
Iron Age is devoted to tooling articles—including small 
tools and gages, machine tools and machining—in keep- 
ing with its importance in relation to other subjects. 
And more key metalworking men will see your tool ad- 
vertising in The Iron Age than in any other paper. 

If this leading metalworking magazine is not first on 
your advertising list—it’s time to revaluate your media, 
and get set for more business in the period that lies 
ahead .. . 
friends or be too well known by the men who turn to 
The Iron Age first. 


a period when you cannot have too many 


REPRESENTATIVES 


PEIRCE LEWIS 
7310 WOODWARD AVE. 


R. RAYMOND KAY 
2420 CHEREMOYA AVE. 
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Home Furnishings 


nevi ‘ i <_< 


@ Reflecting the Think- 
ing* of the Home Fur- 
nishings, Housewares, 
Household Appliance and 
Radio Industries. . . . 


RAND NAMES trend will 
result in the most wide- 
spread use of brand names 
that retailing has ever known, 
says Fawcett Publications. 
ODERNIZATION Clinic 
meets in Chicago this 
week; survey reveals 95°/, of 
home furnishings stores plan 
remodelling; highlights impor- 
tance of home furnishings in 


postwar era. 


G. 


announce 


is first appliance 
manufacturer to 


specific postwar 


_ production plans. 


ENERAL MILLS will 
market a line of post- 
war table appliances under 


"Betty Crockett" trademark. 


| *As reported in RETAILING Home 
| Furnishings, which offers the largest 
coverage of furniture, department, spe- 
| cialty and chain stores of any national 


home furnishings business publication. 
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RETAILING 
HOME FURNISHINGS 
A Fairchild Publication 
Fairchild Bldg., 8 E. 13 St. 


New York 3, N. Y. 
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What About Consumer Credit? 


Wartime controls of consumer 
credit, to prevent inflation and 
discourage demand for scarce 
commodities, have created the idea 
in some quarters that there is 
something wrong with the basic 
idea of selling merchandise on 
deferred payments. Yet, just as 
credit financing made_ possible 
some of our giant industries before 
the war, it will undoubtedly be 
a primary factor in market devel- 
opment when both products and 
financing services are again avail- 
able to the public. 

The Consumer Banking Institute 
recently issued a bulletin which 
we think deserves careful study 
by advertising and merchandising 


men. The Institute is aware that) 


consideration of consumer credit 
has not only been neglected in 
most discussions of the postwar 
economic situation, but that there 
is active antagonism toward its 
employment on the huge scale 
which marked sales operations in 
many lines, especially durable 
goods, prior to the war. 
“Production is the headquarters 
of the economy,” 
tin. “But without 
assembly lines cease to move, and 


products become inventories in- 
stead of sales.” 

Since marketing will be the 
number one problem of the post- 
war era, and since the expected 
sales of automobiles, refrigerators, 


will be possible, after the first 
flush of pent-up demand is ex- 
hausted, only through the expan- 
sion of demand made possible by 
instalment purchases, it seems to 
us that this is a. subject which 
cannot be safely neglected, and 
certainly cannot be dismissed as 
unimportant. 

Litigation and prosecutions be- 
fore the war, based on alleged 
abuses in the consumer credit 
field, suggest that proper controls 
will have to be established to 
insure sound and equitable post- 
war practices. But the vital part 
which financing services will have 
to play in the development and 
maintenance of large scale con- 
sumer sales, so vitally necessary 


|starting now to study postwar 


says the bulle-|/ requirements of consumer credit. | effects in “Way Down East” were 
distribution, | Savings alone will not support our | fully protected, and an advertising 


/postwar sales structure. 


Economics of Advertising 


We commented recently on the 
talk of Neil H. McElroy, vice- 
president in charge of advertising 
and promotion for Procter & 
Gamble Company, who gave an 


unusually frank and revealing pic- | 
ture of the advertising philosophy | 


and policies of the country’s larg- 
est user of advertising and promo- 
tional services in addressing a 
group of newspaper representa- 
tives in New York. 

One of his comments which de- 
serves further emphasis, we be- 
lieve, related to the economics of 
advertising. 
portant part which radio plays in 


P&G's current advertising opera- | 


tions, Mr. McElroy said that it is 
being used on such a large scale 
only because it has proved to be 
an economical medium and has 
produced sales commensurate with 
advertising expenditures. 

“Radio advertising,” he said, 
“doubtless will 
crease until the economics of the 
medium change, either because of 
increased costs of time or talent or 
because the increase in number of 
radio networks reduces the attain- 


continue to in-| 


able coverage of any individual 
program.” 

In other words, Procter & Gam- 
ble does not “like” radio except 
as it proves itself as a medium 
which is economically sound. As 
changes, such as those which may 
|develop through new FM and 
television networks, divide or re- 


|duce available audiences, the eco- | 
; : ; 
lnomics of the medium will be 


|restudied in the light of those 
| changes. 

| This is the scientific attitude 
|toward advertising. Such an atti- 


In analyzing the im-|tude demands a careful and con- Match,’ 


|tinuous study of the costs and re- 
sults of advertising, personal pref- 
erences or prejudices being elimi- 
|nated in favor of decisions based 
entirely on the facts. This rep- 
resents a point of view which it is 
|mnecessary to develop and expand 
if we are to have an era of scien- 
tific advertising capable of play- 
ing a major role in a period when 
marketing procedures must be 
;}executed with an eye to getting 
|the greatest possible results for 
lev ery dollar of advertising expen- 
diture. 


to high-level production and em-| 
ployment, emphasizes the need for | 


| 


housing and many other products | 


—Chicago Times 


"'Gentlemen—the Army informs us they resent us advertising our products as 
winning the war; henceforth we better advertise our products as bound to win 
the Peace.” 


Those Good Old Days |chant took space to say, ‘Don 
Claudia Cassidy, Chicago Tri- | Mistake Jos. M. Frey’s stores for 
bune drama critic, ran across an | Saloons. They are strictly bottle 
old scrap book of theater programs |@"d bulk goods shops. A lady 
a couple of months ago which has| ™ay trade in either of our places 
supplied hours of delight for her- | Without fear of meeting any one 
self and her readers. because it| Objectionable.’ . . The latest 1905 
| supplies a running commentary on | Franklin four cylinder air cooled 
ithe theater and the times, via the | Model cost $1,650 for a light ton- 
‘contemporaneous advertising in|"€@u with rear entrance.” 
‘the playbills, which cover all sec- 


ee Salty Business 
tions of the country. Here are} Harry W. Al a 
some samples: arry W. Alexanaer, New YOr 


William A. Brady warned all business counsellor, has Ree amar ne 

with a new index of industrial 
|activity: salt. According to Mr. 
Alexander, a direct relationship 
seems to exist between salt and 
industrial production, the curves 
corresponding very closely over a 
period of years. The reason lies 
apparently, he says, in the diver- 
sified uses of salt in many indus- 


and sundry that the snowstorm 


“grow sir’ offered coffee at 5 cents 
|a pound and pears at 8 cents a 
‘peck. ‘Again the Madison Square 
|Garden, with Blanche Bates in 
\‘Under Two Flags,’ and Edna 
Wallace ‘Hopper in “Floradora atl trial processes, adding that pro- 
the Casino, and you are being | jecting the use of salt into the 
implored to trade in your planO| future furnishes a probable fore- 
for a pianola. . . There was ‘The} 

Wedding Day,’ with Lillian Rus-/tion If Mr. Alexander’s salt 
sell, Della Fox and Jefferson de|cyryves and deductions are true, 
Angelis, with a hairdresser offer-| the statisticians can go back to 
ing to impart the secrets of the/their gin rummy games and the 
Newport coil, and Buffalo Bill| rest of us can plot the course of 
testifying to the merits of X-Zalin,| economic activity the while we 
for sprains and saddle sores... |season our soup. 

“In 1905 Schumann-Heink was | 
|singing in a Whitney production, | Jottings 
| ‘Love's Lottery... An Oldsmobile, | 
|fully equipped, cost $2,250. . .| Board of Canada sends us a com- 
|Along the same period Maxine| munication in an old envelope, 
| Elliott was playing ‘Her Great| with a new address sticker on it, 
Robert Loraine was in/and the suggestion that we “reuse 
‘Man and Superman,’ and Gossard this envelope — paper is a muni- 
was advertising the front lace as| tion of war.” 
a natty French idea. John Drew) has been the fashion in England 
arrived in 1907 in ‘His House in|for some time, but this is the first 
Order, along with the Lozier|use we’ve seen of the paper-sav- 
‘limousene’ which cost $7,000 if| ing device in Canada... 
you insisted on 60 hp... | Thought you’d like to know that 

“In 1906 the advertisers were at|an ad in the June 17 Publishers’ 
it again. The Columbia Phono-|} Weekly announces the 14th print- 
graph Company was trumpeting a/ing of Chic Sale’s “The Special- 
free offer of savings banks and_/|ist,’’ which is reported to have sold 
talking machines, in that order,| more than 1,000,000 copies... 
announcing unequivocally, ‘As a And a couple of weeks ago the 
matter of advertising we intend to| New Haven Register appeared 
place 5,000 gramophones in Chi-|with a good - size ad for New 
| cago homes where they will do the | York’s Plaza Hotel, printed upside 
|most good.’ A thoughtful mer-| down... 


|cast for future industrial produc- | 


The Wartime Prices and Trade | 


Reuse of envelopes | 
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The following documents may 
be secured without charge fron 


companies sponsoring them, o; 
through ADVERTISING AGE, by an) 
national advertiser or advertisin 
agency executive writing on hi 
business letterhead. 


No. 2364. Atlanta Market Facts 


National Transitads has issue: 
this booklet full of facts on th 
Atlanta market area, with maps o 
the shopping districts, location o 
industries and the city’s transi 
system. Data covers population 
payrolls, retail stores and sales 
number of street car riders (wit! 
figures showing frequency and 
length of rides), and effectiveness 
'of Transitads readership. 


No. 2365. Look at the ‘Overlooked 
Market.’ 
In this folder, Grit provides 


some figures on small-town Amer- 
ica, which it designates as “Grit 
America,” showing census figures 
on occupied dwellings, owner- 
occupied dwellings, employment, 
college men and women in the 
U. S., and ownership of mechani- 
cal refrigerators. 


| No. 2366. How Will You Have 
Your Coverage—In Miles or 
in Listeners? 

Station KCKN has issued this 
|folder, which tabulates greate 
|Kansas City market data along 
| with a map of the station’s day- 
| time and nighttime coverage. 


| No. 2367. A Quick Picture of the 
Publication and Field of 
| Heating, Piping and Air Con- 
ditioning. 
Highlights of the heating, piping 
j and air conditioning market in in- 
|dustrial, commercial, public and 
| institutional buildings are given in 
|this illustrated folder, issued by 
Heating, Piping and Air Condi- 
| tioning. The material includes lists 
| of products going into such serv- 
‘ices, illustrates applications of 
| these products, and shows a break- 
|down of the publication’s reade 
groups and a summary of editorial 
| Policies and objectives. 


| 
| 


| No. 2368, Brazil. 


_ This brochure is No. 3 in a series 
'on the Latin American market 
|issued by Reader’s Digest. Illus- 
‘trated by photographs, the bro- 
|chure provides a wealth of dat 
'on living standards, progress ir 
|education, details about shipping 
transportation and local advertis 
|ing media. 


No. 2335. Industry Speaks. 

| The views of leading industrial 
ists on Corpus Christi’s postwa 
future, as well as current statis 
| tics on its trade area, are presente: 


|in this volume by the Corpus 


|Christi Caller-Times. 


No. 2345. There’s a Woman Wait 
ing for You. 


Woman’s Home Companion re 
minds advertisers in this bookl 
| that the woman’s market is a vit: 
\factor in postwar _ prosperit; 
| which must be sold and kept sol 


No. 2346. 
Future. 


Pointing to Des Moines as “t! 
food capital of the postwar world 
|this brochure issued by thr 
|\Cowles stations, KRNT, D' 
| Moines, WMT, Cedar Rapids, ar 
|'WNAX, Yankton, reveals th 
Iowa ranked first in national far 
|income last year. It includes - 
| pages of coverage and mail ma} 
lof the stations, along with shee!’ 
|on farm statistics, program availa 
| bilities, listening indexes, telé 
| phone surveys and other informa 
tion. 
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Int'l Economic 
Policy Committee 
Pians Campaign 


ew York, July 5.—Organized 
in cooperation with the Carnegie 
Erdowment for International 
Pe.ce, the formation of the Com- 
mi tee on International Economic 
Po icy was announced yesterday 
by Winthrop W. Aldrich, chairman 
of the board of the Chase National 
Bank. 

The committee’s purpose is “to 
further the serious and competent 
consideration of the issues which 
confront all the free peoples of 
the world and which imply their 
u-eful cooperation in reconstruct- 
ing their economy after the victory 
o| the United Nations.” It plans 

conduct an educational cam- 
paign on the importance of ex- 
panding foreign trade, with the 
ealization that such an expansion 
will require the removal of na- 
tionalistic barriers. 

Mr. Aldrich is chairman of the 
committee, with Dr. Nicholas 
Murray Butler, president of Co- 
lumbia University, and Thomas J. 
Watson, president of International 
Business Machines Corporation, as 
honorary chairmen. Clark H. 
Minor, president of International 
General Electric and chairman of 
the Foreign Trade Reconstruction 
Committee of the National Foreign 
Trade Council, is chairman of the 
executive committee. 


Leaders on Board 


The committee’s board of 16. 


directors includes: Eric A. John- 


ston, president of the U. S. Cham- | 


ber of Commerce; Robert M. Gay- 
lord, president, National Associa- 
tion of Manufacturers; Paul G. 
Hoffman, chairman of the Com- 
mittee for Economic Development; 
Eliot Wadsworth, chairman, Amer- 
ican section, International Cham- 
ber of Commerce; A. L. M. Wig- 
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and WRIGHT-SONOVOKX, Inc. 
eB 
For latest radio information, call 


REE & PETERS, inc. 


oneer Radie Station Representatives 
Since May 1932 


gins, president, American Bankers 
Association; E. P. Thomas, presi- 


Board; Leon Fraser, president, 
First National Bank of New York, 
and John W. Davis, vice-president 
and a trustee of the Carnegie En- 
dowment for International Peace. 

Simultaneously, Mr. Aldrich 
released copies of a pamphlet 
report on “World Trade and 
Employment,’ prepared by an 
advisory committee under Dr. 
James T. Shotwell, director of the 


dent, National Foreign Trade} 
Council; Fred I. Kent, treasurer, 
National Industrial Conference 


division of economics and history 
of the Carnegie Endowment for 
International Peace. Copies of 
this first of a series of projected 
studies are now being distributed 
to all members of Congress, to 
some 50 national organizations 
which supported last year the ex- 
tension of the Reciprocal Trade 
Agreements Act, and to the heads 
of businesses, farm labor, religi- 
ous, veterans and civic organiza- 
tions, as well as to local represen- 
tatives of the United Nations. 
The 19-page document offers a 
plan of action for the United 


13 


Nations. Recommendations in the | : . 
report include: the setting up ur | Archibald Appointed 

an “economic charter which would| Charles P. Archibald has been 
define and assure the rights of | named sales manager of McKinnon 
traders and of investors in for-|Columbus Chain Ltd., St. Cath- 
eign countries,” restoration of war | arines, Ont. 

devastated countries by access to | 
raw materials and export outlets | 


and multilateral trade agreements. | 
—_——_ 'MULTIGRAPHING—F LLING-IN 

Peralta Names Agen | 
Be Wa on gent ic. ADDRESSING — MIMEOGRAPHING 

tributor of California wines, has 
appointed Foote, Cone & Belding, THE LETTER SHOP, Inc. 
San Francisco, to handle its adver- | 431 §. Dearborn St., Chicago Wab. 8655 

tising. 


\\ 


In May, the question “What one magazine do 


you consider most broadly useful to you as a management man in 


| business” was put to the presidents of all the companies listed in 


~ 


And one 


Poor's Register of Directors & Executives. 


The survey from start to finish was in the hands 


of Ross Federal Research Corp. 


The answer was unequivocally “Business Week”. 


au 


You have many Wi things to say to management-men 


Details will be sent you on request to Business Week, 330 West 42nd Street, New York 18, N. Y. 
| 


| 


ICAGO: 180 Ne. Michigan...... Franklin 6373 

CW YORK: 444 Madison Ave...... Plaza 5-4130 

LANTA: 822 Palmer Bidg.......... Main 5667 
S\N FRANCISCO: (1! Sutter........ Sutter 4853 


* OLLYWOOD: 6331 Hollywood Bivd.. Granite 3615 
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INDUSTRIAL Post-War BUILDING 


ANNUALLY... 


—* 


CONTROLLED BY 
ARCHITECTURAL 
MEN Who read 


Pencil Points 


The Magazine of Architecture 


will tetal 500 MILLIONS | 


'Billings and Longwell 


;|Promoted by Time, Inc. 


John Shaw Billings, managing 
|editor of Life since its inception 
in 1936, has been appointed edi- 
| torial director of Time-Life-For- 
| tune publications, and ‘‘The March 
|of Time,” both screen and radio, 
| effective July 10, supervising edi- 
| torial policies and programs. He 
|has been with Time, Inc. since 
1928, holding among other posi- 
| tions the managing editorship of 
| Time magazine. 
| On the same date Daniel Long- 
| well, executive editor of Life, will 
|take over Mr. Billings’ present 
| position. Previously with Double- 
|day, Page & Co., Mr. Longwell 
| joined Time, Inc. in 1934 as assist- 


ant to Henry Luce, editor-in-chief, 
later becoming promotion man- 
ager of March of Time and assist- 
ant editor of Time. 


Wilson Howe Named 


Wilson Howe, honorably dis- 
charged from the Army, has joined 
the eastern sales staff of Archi- 
tectural Forum, New York. He was 
previously assistant sales manager 
of Evans Products Company, De- 
troit. 


. ’ 
Joins ‘Mercury 

Clark Kinnaird, former associate 
editor of King Features Syndicate, 
has been appointed assistant edi- 
tor of the American Mercury, New 
York. 


Battle Creek Food 
Company Renews 


Heavy Promotion 


Battle Creek, Mich., July 5.— 
Battle Creek Food Company will 
begin a concentrated advertising 
campaign in September, designed 
to create a wider demand for its 
hundred-odd health foods. 

Handicapped by the unavail- 
ability of demonstrators, the com- 
pany plans through Erwin, Wasey 
& Co., Chicago, to direct its ini- 
tial advertising to health-food 
users through such selective circu- 
lation magazines as Life and 


Health, Health, Health Culture 


AGAIN DEMONSTRATED...THE POWER OF THE 


«oe THE DETROIT 


il 
—— 


“—" 


~ 


UP IN MASON, MICHIGAN, A TRIAL 


IS GOING ON... aud Gack of ct... 
THE DETROIT FREE PRESS 


The defendants ‘oe 


by a grand jury of bribery to influence legislation. 


But back of all this... 


certain legislators and corporation officials... accused 


the work of The Detroit Free Press... a prelude 


written by the undercover work of Kenneth McCormick, Free Press Staff 


Writer, who spent three months in Michigan’s state capital... unearthing 


evidence and finally blowing the lid off... driving a reluctant Attorney 


General to surrender money to Judge Leland Carr for grand jury action... 


and forcing the appointment of a vigorous prosecutor, Kim Sigler. 


It was The Free Press that first exposed gambling-racket conditions in the 


Detroit Police Department. It was The Free Press that exposed the rotten- 


ness of the old archaic Wayne County government resulting in grand jury 


Story, Brooks & 
Finley, Inc. 
National 


Representatives 


action. Later this newspaper opened up on councilmanic graft in Detroit's 


City Hall, which drove a batch of crooked officials inside penitentiary gates. 


This newspaper believes that its slogan “On Guard For Over a Century” 


means just what it says, and acts accordingly. Such editorial vigilance 


helps make advertising better read... 


more responsive. 


The Detroit Free Press 


JOHN S 


KNIGHT, PUBLISHER 
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and Good Health. Newspape; 
general magazine and radio ad 
vertising will be used, accordin 
to Lorry R. Northrup, vice-presj 
dent and manager of the agency’ 
Chicago office, when the may 
power shortage 
sufficient numbers of demonstr; 
tors can support advertising 
the additional media. 

Spearheading the campaign wi 
be Battle Creek Food’s LD La: 
a bulk laxative; Kaba, a laxatiy: 
Bran & Fig Flakes and Z0. 
cereals; Protose, a vegetable pr 
tein product; and Savita, a bou 
lion cube for broths and flavorin 

Founder of the Battle Cre« 
Food Company, Dr. John Harv; 
Kellogg, whose brother, W. } 
Kellogg, used advertising to make 
his corn flakes and other Kellogs 
Company products world-famou 
died last December at the age o 
91. His preoccupation with re 
search and development of healt! 
foods and his interest in the Bat 
tle Creek Sanitarium, which h: 
also founded, precluded any ap 
preciable promotion, and in the 
past six years Battle Creek Food 
had done virtually no advertising 

The new management, however 
feeling that an aggressive adver- 
tising campaign is needed to meet 
its high-powered competitors, will 
seek to increase demand for its 
products in health food, grocery, 
drug and department stores. 


Shell Promotes White 


J. Howard White, formerly as- 
sistant treasurer of Shell Oil Com- 
pany, San Francisco, has been pro- 
moted to a vice-president, suc- 
ceeding David Heggie, retired. 


GM Names McC-E 


General Motors, Argentina, 
S. A., has appointed McCann- 
Erickson, Buenos Aires, to handle 
all advertising of its automobiles 
trucks, Frigidaires and other lines 
in Latin America. 
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Obviously, advertising can’t win the war. 


But advertising can help fill a wartime need 
for action along many lines. 


Advertising helps to get a message over 
cuickly to a lot of people in a way that will 
tiake those people take action. That is the 
\ hole theory of advertising. 


Individual advertisers might feel that run- 
ing two or three ads a year is only a drop in 
ie bucket. But war advertising is a united 
lass effort ...if each advertiser in America ran 
wo or three war ads a year, the result would 
»a gigantic campaign which no single adver- 
ser could afford. 


lor example, let’s take a look at one recent 


issue of one magazine... Life magazine for 
February 7, 1944. In its pages we find 43 ads 
devoted in whole or in some part to a war mes- 
sage. To be sure, 34 of these ads featured War 
Bonds, but that was appropriate, as the 4th 
War Loan drive was on at that time. 


The other nine war ads were devoted en- 
tirely to some distinct war theme such as food 
conservation or anti-inflation. Four of these 
ads are reproduced above. We did not include 
in our count any ads devoted merely to telling 


how a product is helping to win the war. 


And remember, we are talking about only one 
issue of one magazine. Add together all the 
issues of all American magazines and news- 


yapers, and you have a weight of advertising 
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which any businessman will agree must be 
doing considerable good. 


As long as the war lasts, there will be urgent 
need of public action along many lines. We in 
the advertising business have the ability to 
appeal to people’s emotions in a way that will 
influence them to act. We feel that we should 
be remiss if we did not bring this ability to 


bear in every way possible. 


Young & Rubicam, Inc. 


Advertising 


New York * Chicago ¢ Detroit 
San Francisco * Hollywood 
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Joins Spitzer & Mills 


Gordon Wallace, formerly an 
account executive with the Mac- 
Laren Advertising Company, has 
joined Spitzer & Mills, Toronto. 
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Tube-Packed Hair 
Shampoo to Get 
Nationwide Push 


Minneapolis, July 7—Product 
promotion will break next Wednes- 
day for Rayve, first hair shampoo 
ever packaged in a tube, with 980- 
line insertions in three Twin City 
papers and on radio spots. 

This will be a follow-up to a 
week of teaser announcements 
which opened last Monday in the 
Minneapolis Star Journal and 
Times and the St. Paul Pioneer 
Press, carrying only such headlines 
as “Coming! the biggest news in 


shampoos! You’ll rave and rave 


|and rave.” 
| Simultaneously, most Twin 
| City stations began carrying sched- 
|ules of 40 spot teasers weekly on 
ithe same theme, as part of the 
opening of a.26-week campaign by 
Raymond Laboratories, Inc., man- 
ufacturer of a nationally-distrib- 
uted line of beauty products. 


Economy Is Stressed 


The July 12 insertions stress the 
utility and convenience of tube 
packaging for a shampoo and its 
economy in that form. One of the 
largest and most unusual die-cut 
car cards, mounting a huge replica 
of the tube against a background 
63 inches in length, also will go 
into action on Twin City street 
cars, 

Archie Goodman, the company’s 
advertising manager, indicated 
that long before the 26-week cam- 
paign closes, the company expects 
to move into the national field 


|are now under way by the com- 


with the new product. Studies of 
national media for that eventuality 


oany and its agency, Manson-Gold 
Advertising Agency, Minneapolis. 

The company, which carries a 
line, “The world’s leader in hair 
research,” in its national promo- 
tion for other items, believes this 
is the largest campaign ever placed | 
for a beauty item in the North- 
west. 

Following Wednesday’s opener, 
336-line copy will appear in the 
same papers and 112-line inser- 
tions will follow thereafter every 
other week. Counter and window 
displays and cooperative advertis- 
ing tie-ups will back up the cam- 
paign. 

Six months of work by the 
agency in preparation of the pack- 
age and labels and in analysis of 
markets preceded opening of the 
drive, according to Mr. Goodman, 
and years of testing the product 
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4 MAutY SHOPS 


OPENER—The first shampoo cream in 


| tubes is being promoted in the Twin 


City market this week, with its creator, 
Raymond Laboratories, planning to ex- 
pand advertising on a nationwide scale. 


lin the company laboratories and 


in the field—via 
| shops. 


| 7 
| manager 


10,000 beauty 


NAS Officers Reelected 


Raymond B. Howard, general 
of the Madison Press 


Company, London, O., has been 
/reelected president of the News- 


| Paper Advertising Service, affiliate Nam 
|of the National Editorial Associa- 
ltion. Edwin F. Abels, Outlook, 
| Lawrence, Kan., was_ reelected Com; 
| vice-president, and C. W. Brown, 
| Enterprise, Oconomowoc, Wis., re- Addr 


/named secretary-treasurer. 


Forms Broadcast Unit 


| American Broadcasting Com- 
|pany, Dover, Del., and Washing- 
'ton, D. C., has filed articles of 
| incorporation with the Iowa secre- 
tary of state to operate broadcast- 
|ing stations in Iowa. The com- 
|pany expects to spend about 
| $38,000 in the state, according to 
|F. G. Ryan, Des Moines attorney, 


22 Years is a Long Time in Radio* 


We're Baltimore's oldest active radio station! 


During the past 22 


years, WFBR has developed a 


loyal listening audience—the kind of people you can 
depend on ...the people who have listened to our 
Station and enjoyed our programs over a period of 
years that is considered long in radio broadcasting. 


Their wholehearted response has been earned only 
through good programming and good service. 


Sponsors, too, have 


been as loyal as our audience. 


Some of our advertisers have been with us almost as 


long as the station has been on the air! 


| who filed the papers. 


But aside from our audience and sponsor loyalty, 
‘WFBR is proud of its technological developments 
which include many “‘firsts’’ of national as well as 
local importance. Baltimoreans have applauded our 


progressive pioneering! 


When you include WFBR in your Baltimore radio 


plans... 


broadcasting station! 
. 


RADIO CENTRE, BALTIMORE-2, MARYLAND 
NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 


* ANOTHER GOOD REASON WHY | | |! B R IS YOUR BEST BALTIMORE BUY! 


you reach the audience that has always 
known and recognized WFBR as Maryland’s pioneer 


A major subdivision of the 
entire Diesel market embraces 
the work of installing Diesels. 


When installations are made 


they are first engineered and the 
necessary equipment is selected. 
Several hundred or perhaps 
some thousands of items of 
equipment are required for in- 
stallations, depending upon size 
of the plant. 


Typical of the requirements 
are heat exchangers for oil and 
water cooling; filters for fuel 
and lube oil; pumps, piping 
and valves for water. oil and 
fuel; motors to drive the 
pumps: exhaust pipe and silen- 
cers: air filters and connecting 
elements. There will be pres- 
sure gauges, thermometers, 
safety alarm systems, automatic 
temperature controls, etc. The 
list is large. some items may be 
expensive, some _ inexpensive. 
but in the aggregate they com- 
prise a huge market in dollars 
and numbers of units. 


Our two magazines MOTOR- 
SHIP and DIESEL POWER & 
DIESEL TRANSPORTATION, 
with the only A.B.C. Diesel 
market coverage, provide vol- 
ume exceeding that of any 
other medium. Our blanket 
coverage and attractive combina- 
tion advertising rates should be 
investigated. 


DIESEL 


PUBLICATIONS, INC. 
192 LEXINGTON AVENUE 
NEW YORK 16, WY. 
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Advertising Age: Please enter my 


subscription for one year and send me a bill for $2.00. : 
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= ROVES ITS STRENGTH IS 


ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 
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For 43 consecutive years The Chicago Daily News has 
carried more Total Display advertising than any other 
Chicago newspaper—morning, evening or Sunday.” This 


* linage all put together has now passed the FOUR HUN- 
= | DRED MILLION mark. It is a figure which gives elo- 
| quent testimony to the deep-rooted conviction among 
7 advertisers that The Daily News is Chicago's BASIC 
z advertising medium. And to their conviction that the 
q million reader-friends of The Daily News constitute Chi- 
‘ cago's key audience. Experience over the years has re- 
ic vealed to advertisers that The Daily News can sell any- 
. | thing. By anything we mean any product or service with 
: merit. Yes, and sell with the economy of expenditure 
« which efficient advertising demands! 


THE CHICAGO DAILY NEWS 


DAILY NEWS PLAZA, 400 W. Madison St., Chicago , 
DETROIT OFFICE: 7-218 General Motors Building 

NEW YORK OFFICE: 9? Rockefeller Plaza 

SAN FRANCISCO OFFICE: Hobart Building 
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16 
Joins Spitzer & Mills 


Gordon Wallace, formerly an 
account executive with the Mac- 
Laren Advertising Company, has 
joined Spitzer & Mills, Toronto. 


Complete Coverage 
of one of the 


greatest 
post-war industries 
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1328 Bway, New York 


Tube-Packed Hair 


Shampoo fo Get 
Nationwide Push 


Minneapolis, July 7.—Product 
promotion will break next Wednes- 
day for Rayve, first hair shampoo 
ever packaged in a tube, with 980- 
line insertions in three Twin City 
papers and on radio spots. 

This will be a follow-up to a 
week of teaser announcements 
which opened last Monday in the 
Minneapolis Star Journal and 
Times and the St. Paul Pioneer 
Press, carrying only such headlines 
as “Coming! the biggest news in 
shampoos! You’ll rave and rave 


and rave.” 

Simultaneously, most Twin 
| City stations began carrying sched- 
|ules of 40 spot teasers weekly on 

the same theme, as part of the 
|opening of a.26-week campaign by 
| Raymond Laboratories, Inc., man- 
|ufacturer of a nationally-distrib- 


| uted line of beauty products. 
| Economy Is Stressed 


The July 12 insertions stress the 
utility and convenience of tube 
packaging for a shampoo and its 
economy in that form. One of the 
largest and most unusual die-cut 
car cards, mounting a huge replica 
of the tube against a background 
63 inches in length, also will go 
into action on Twin City street 
cars. 

Archie Goodman, the company’s 
advertising manager, indicated 
that long before the 26-week cam- 
paign closes, the company expects 
to move into the national field 


with the new product. Studies of 
national media for that eventuality 
|are now under way by the com- 
oany and its agency, Manson-Gold 
| Advertising Agency, Minneapolis. 

The company, which carries a 
line, “The world’s leader in hair 
research,” in its national promo- 
tion for other items, believes this 
is the largest campaign ever placed 
for a beauty item in the North+ 
west. 

Following Wednesday’s opener, 
336-line copy will appear in the 
same papers and 112-line inser- 
tions will follow thereafter every 
other week. Counter and window 
displays and cooperative advertis- 
ing tie-ups will back up the cam- 
paign. 

Six months of work by the 
agency in preparation of the pack- 
age and labels and in analysis of 
markets preceded opening of the 
drive, according to Mr. Goodman, 
and years of testing the product 
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Try Rage once, and you Ul nayue & nagoe & rages! 


OPENER—The first shampoo cream in 
tubes is being promoted in the Twin 
City market this week, with its creator, 
Raymond Laboratories, planning to ex- 
pand advertising on a nationwide scale. 


No 
Postage Stamp 


Necessary 
If Mailed in the 
United States 


BUSINESS 


First Class Permit No. 95, Sec. 510, P 


REPLY 
. L. & R., Chicago, III. 


22 Years is a Long Time in Radio* 


We're Baltimore’s oldest active radio station! 


During the past 22 years, WFBR has developed a 
loyal listening audience—the kind of people you can 
depend on ...the people who have listened to our 
station and enjoyed our programs over a period of 
years that is considered long in radio broadcasting. 


Their wholehearted response has been earned only 


through good programming and good service. 


Sponsors, too, have been as loyal as our audience. 


Some of our advertisers have been with us almost as 


long as the station has been on the air! 


* ANOTHER GOOD REASON WHY | | |! B R IS YOUR BEST BALTIMORE BUY! 


But aside from our audience and sponsor loyalty, 
‘WFBR is proud of its technological developments 


which include many ‘“‘firsts” 


of national as well as 


local importance. Baltimoreans have applauded our 


progressive pioneering! 


When you include WFBR in your Baltimore radio 
plans ... you reach the audience that has always 
known and recognized WFBR as Maryland’s pioneer 


broadcasting station! 
? 


RADIO CENTRE, BALTIMORE-2, MARYLAND 
NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 


Advertising Age 


100 East Ohio Street 
Chicago 11, Illinois 


incorporation with the Iowa secre- 

tary of state to operate broadcast- 
ing stations in Iowa. The com- 
|pany expects to spend about 
| $38,000 in the state, according to 
|F. G. Ryan, Des Moines attorney, 
who filed the papers. 


A major subdivision of the 
entire Diesel market embraces 
the work of installing Diesels. 


When installations are made 
they are first engineered and the 
necessary equipment is selected. 
Several hundred or perhaps 
some thousands of items of 
| equipment are required for in- 
stallations. depending upon size 
of the plant. 


Typical of the requirements | 
are heat exchangers for oil and 
water cooling; filters for fuel 
and lube oil; pumps, piping 
and valves for water, oil and 
fuel; motors to drive the 
pumps; exhaust pipe and silen- 
cers; air filters and connecting 
elements. There will be pres- 
sure gauges, thermometers. 
safety alarm systems, automatic 
temperature controls, etc. The 
list is large, some items may be 
expensive, some _ inexpensive. 
but in the aggregate they com- 
prise a huge market in dollars 
and numbers of units. 


Our two magazines MOTOR- 
SHIP and DIESEL POWER & 
DIESEL TRANSPORTATION, 
with the only A.B.C. Diesel 
market coverage, provide vol- 
ume exceeding that of any 
other medium. Our blanket 
coverage and attractive combina- 
tion advertising rates should be 
investigated. 


DIESEL 
\PUBLICATIONS, INC. 
192 LEXINGTON AVENUE 


NEW YORK 16, WN. Y. 
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LEADERSHIP 


PROVES ITS STRENGTH IS 


dd For 43 consecutive years The Chicago Daily News has 
t carried more Total Display advertising than any other 
oe | Chicago newspaper—morning, evening or Sunday.” This 
. linage all put together has now passed the FOUR HUN- 
i DRED MILLION mark. It is a figure which gives elo- 
: quent testimony to the deep-rooted conviction among 
advertisers that The Daily News is Chicago's BASIC 
; | advertising medium. And to their conviction that the 
dt million reader-friends of The Daily News constitute Chi- 
: cago's key audience. Experience over the years has re- 
: vealed to advertisers that The Daily News can sell any- 
* | thing. By anything we mean any product or service with 
7 merit. Yes, and sell with the economy of expenditure 
‘ which efficient advertising demands! —= 


THE CHICAGO DAILY NEWS 


| DAILY NEWS PLAZA, 400 W. Madison St., Chicago 
| DETROIT OFFICE: 7-218 General Motors Building 
NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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Castle to Edit AIM’ 


Ames A. Castle, formerly editor 
of Sports Age and Valve World, 
has resigned to become editor of 
AIM, monthly industrial recreation 
publication with offices in Chicago. 
P. J. Hackett, also formerly with 
Sports, Age, has been appointed 
western manager. 


Need this man 
in San Francisco? 


A mature, adaptable man who re- 
sponds with thoughtful enthusiasm to 
difficult “2 . . . if convinced they're 


worthwhile. 


He has had long, varied experience 
in advertising; selling; organization; 
personnel. He knows the Pacific 
Coast. He knows how to dig-up what 
he doesn't know. 


He seeks to work for and with a man 
who expects high responsibility, re- 
sourcefulness, good judgment of peo- 
ple and trends; and who is able 
enough to use and value these qualities. 


Address: E. M. W. c/o Maurice C. 
Lodge, |16 New Montgomery Street, 
San Francisco 5. 


Army Ads to Hit 
Peak; $5,000,000 
fo Recruit Wacs 


Washington, July 6.—Unlike the 
Navy, which has suspended re- 
cruiting ads, the War Department 
will go in for paid advertising on 
a larger basis than ever during 
the 1944-45 federal fiscal year, 
running big compaigns for Wacs 
and air cadets. 

The Wac campaign, recently 
awarded for the second time to 
Young & Rubicam, will be allowed 
$5,000,000, nearly five times the 
1943-44 budget, while the Air 
Force Enlisted Reserve, handled 
by Geyer, Cornell and Newell, 
will continue at approximately 
present levels, with $1,500,000. 

In addition to its paid advertis- 
ing for Wacs, the Army has asked 
cooperation of the OWI and War 


Advertising Council in an effort 
|to spur enlistments for the corps, 


now at only 40% of its authorized 
strength. 


Navy Lies Low 


With somewhat similar prob- 
lems; the Navy is depending en- 
tirely on OWI and contributed 
support for Wave recruiting and 
for procurement of other special- 
ists. In its 1944-45 budget the de- 
partment asked only $2,000 as a 
token advertising fund for emer- 
gencies. 

Total War Department recruit- 
ing budget approved by Congress 
before the summer adjournment 
amounted to $6,590,000. The $90,- 
000 remaining after the Wac and 
air cadet budgets are removed 
will go for a number of minor 
needs, the War Department said. 

During the past fiscal year, 
Army had $4,997,844 for recruiting 
purposes, while in 1942-43 it spent 
only $2,901,523. While no official 
figure was given, it is reported 
that nearly $1,500,000 has been 
spent on Wacs, all in newspapers. 
During 1942-43, when BBDO was 
the agency, only a limited effort 
was made, but the campaign ran 
to more than $1,000,000 when 
Young & Rubicam took over last 
year. 


bens 
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Air cadets advertising has been 
handled by Geyer, Cornell and 
Newell since September, 1943. 
After a lull last spring while en- 
listments were suspended, the 
campaign resumed June 1 with 
1,765 and 840-line space in every 
daily newspaper of general cir- 
culation in the country seeking the 
enlistment of 17-year-olds. 

The Navy’s token fund of $2,000 


for advertising compares’ with 
$1,275,246 spent for recruiting 
during the 1942-43 fiscal year, 


when Navy enlistments were on a 
volunteer basis. 


Marines to Spend $371,600 


The Marine Corps, competing 
with air cadets for 17-year-olds, 
will spend $371,600 this year, ap- 
proximately the same as last year. 
Coast Guard has $50,000 for ad- 
vertising, handbills and posters in- 
cidental to the recruitment of 
Spars. 

Details of the $5,000,000 Wac 
campaign have not yet been an- 
nounced by Young & Rubicam, 
but the National Association of 
Broadcasters is vigorously seeking 
all or part of the appropriation 
for radio. 


ALL DRESSED UP...AND NO PLACE TO GO 


Meyercord Decalcomania is a 
proven advertising medium. . 
brings you, night and day, 


“circulation” 


store-front valances, 
rors, counters, walls, 
packs real 
critical 
chase! 


spot... 


iets ra 
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per dollar per square 
inch, for a longer time, than prob- 
ably any other form of advertising. 
Facts prove—surveys show—that a 
complete program of window signs, 


sales punch at the 
the point of pur- 
And Meyercord Decals, 


~~ 


. that 
more 


sign... 


signs On mir- 


backbars ... lasting, 


for details. 


SAG lO 
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placed at these strategic points, will 
last without bother or replacement 
for three years and more. 
Meyercord Decal Signs can be 
produced in any size, colors, or de- 
are durable, washable, and 
easy to apply. Let us help you plan 
a complete, colorful dealer pro- 
gram of Decals. 
sales making, point-of-pur- 
chase advertising. Free designing 
and merchandising service. 
Address Dept. 39-7 


.for low-cost, 


Write 


HOME FRONT PUSH—Second 
war bond series of ads Standard Oil 
Co. of New Jersey has released, this 
inspirational copy is headed with a 
sketch of American fighting men drawn 
by Joseph Hirsch, American artist. The 
two 1,434-line Esso ads are appearing 


in 454 newspapers in 18 states. 
McCann-Erickson, New York, is the 
agency. 


WPB, Agency Back Films 


The J. Walter Thompson Com- 
pany motion picture department, 
at the request of the WPB and 
with its approval, will release 
shortly, in areas with 1,500 cotton 
textile mills and 42 tire cord mills, 
seven films to stimulate produc- 
tion in the cotton textile and tire 
cord manufacturing industries. 
Featured will be Donald M. Nel- 
son, WPB chairman; James F. 
Byrnes, Director of War Mobili- 
zation; Vice-Admiral S. M. Robin- 
son, Chief of the Office of Pro- 
curement and Material; and Gen- 
eral Brehon Somervell, command- 
ing general, Army service forces. 


Purcell to Spalding 


John C. Purcell, former market- 
ing consultant to Batten, Barton, 
Durstine & Osborn, has joined 
A. G. Spalding & Bros., New York, 
as promotion manager for golf, 
tennis and other sports equipment. 


ANA Elects Members 


Association of National Adver- 
tisers has elected the following 
companies to membership: Ameri- 
can Enka Corporation, New York; 
Macmillan Petroleum Corporation, 


| Los Angeles, and Wilson Sporting 


Goods Company, Chicago. 
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The face is the face of an American mother, but 
the eyes are the eyes of Hitler! If you’re thinking 
about joining a war mothers’ club—stop, look, 
listen first! Be sure to read ‘“The Mother Racket’’ 
in the July Companion. This exclusive article by 
Companion Correspondent Lochridge exposes 
one of the war’s ugliest developments — which is 
using the tender word Mother to spread disunity 
in America. 

Here again the Companion strikes straight 


ae Te 


and hard at a woman’s problem outside the 
narrow limits of kitchen, nursery, household. 
Timely articles like this in the Companion raise 
the sights of women’s service magazines, give 
the word “‘service’’ a vigorous new meaning. 
Companion articles are servicing women’s 
minds, just as Companion homemaking pages 
are servicing their hands. That’s complete 
service — double service —to meet the double need 
of today’s woman. 


COMPANION 


THE CROWELL-COLLIER PUBLISHING COMPANY 
PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 


THE COMPLETE WOMAN’S MAGAZINE 
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Hope Associates Move 


Hope Associates Corporation, | 
public relations and publicity or- 
ganization, has moved to 
offices at 40 E. 49th St., New York. 


© © © the source of daily 
business news ... the pref- 
erence of management men 
© © © jn the greatest indus- 
trial area—thecentral west. 
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'Presto-Lite, 


Auto-Lite Push 


Extensive Drives 


Indianapolis, July 6.—Two in- 


|tense but totally dissimilar adver- 


| 


| 


tising campaigns by manufactur- 
ers of automotive starting, light- 
ing and ignition equipment, di- 
rected to the nation’s auto owners 
at home and in service, were well 
under way last week, with the 
U. S. effort timed to reach the 


|height of its effectiveness during 


the peak motoring season in late 


; Summer. 


The “home-front” advertising 
and sales promotion program of 
Prest-O-Lite Battery Company, 
now in full swing and embracing 
nearly every medium, was 


| 
| 


plained May 25 to 
and sales organizations at the first 
battery manufacturer’s sales 
meeting ever held via radio. 

On July 1, Prest-O-Lite re- 
|leased a special broadside and 
|poster to all dealers, announcing 
‘its bid for greater consumer ac- 
ceptance with a schedule of na- 
tionwide spot announcements 
starting Aug. 15, destined to reach 
an estimated radio audience of 
95,000,000 people. Since March 
15, wall posters, window displays, 
banners, sales charts and other 
dealer helps, institutional adver- 
tising in newspapers and maga- 
zines, and extensive trade publi- 
cation copy, have been integrated 
parts of the program. 

The serviceman ‘morale’ cam- 
paign of Electric Auto-Lite Com- 
pany, Toledo, O., actually began 
late in 1942, 


distributors | toons 


when the company |tion 
ex-|compiled a 24-page book of car-|tions. 


and offered them free 
through service stations with a 
“Plug-Chek” test on spark plugs. 
At the same time, 20,000 books 
were given to USO centers in 
the U. S. 

By early 1943 the clamor for 
more cartoons resulted in a plan, 
offered through national maga- 
zine advertisements, to send a 
serviceman a “Mountain Boys” 
book for each dime sent in by 
readers. The books and postage 
were donated by Auto-Lite, the 
dimes given to the USO. More 
than 80,000 dimes and war stamps 
were received, and the total num- 
ber of books distributed reached 
500,000. When almost a million 
second edition books became ex- 
hausted, the cartoons were printed 
on accordion folders, which are 
now used in barracks and recrea- 
rooms as “pin-up” decora- 
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THE NEWSMAGAZINE FOR OIL MANAGEMENT 


PETROLEUM holds a peculiar fascination for some of 


the nation’s bureaucrats. .. an allure that sometimes 
bodes no good for the industry or for those who 


serve it. 


In spite of expert opinion to the contrary, Wash- 
ington insisted that too little petroleum remains in 
reserve in the United States. Thirty million tax 
dollars are being spent by a single government de- 
partment for research on the possibility of obtaining 
petroleum from coal and coke—to find out some- 
thing the oil industry already knows. 

One government-sponsored venture in Canadian 
oil lands now provides petroleum for the army at six 
times the ceiling price allowed the industry. Another 
such costly experiment barely was averted when the 
possible investment of American tax dollars in 
Arabian pipelines was sidetracked. And, the Petrole- 
um Reserves Corporation stands ready to move in on 
any petroleum problem which may be deemed by 


industry itself. 
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bureaucrats as too difficult for handling by the 


National Petroleum News has opposed bureau- 
Cratic pressure on the petroleum industry. It has 
raised its voice against the secret sessions of war-oil 
committees, supposedly appointed to represent the 
entire industry. It has protested the use of American 
taxes for development of foreign fields. It has fought 
for a minimum of regulations, pleaded for full com- 
pliance with such regulations. 

Next to winning the war as speedily and decisively 
as possible, the present objective of National Petrole- 
um News is to preserve one of America’s most valu- 
able industries, to guard free economy so that after 
the war the American car owner still can read the 
advertising of many oil companies—and choose the 
product he thinks best. National Petroleum News, 
1213 West Third Street, Cleveland 13, Ohio. 
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Advertising Age, July 10, 1944 


The cartoons are the work o} 
Paul Webb, Esquire magazi; 
artist of hilibilly characters, Hj 
“Mountain Boy 
Queens,’’ so 
popular with 
the fighting 
men, are satires 
of the current 
“pin-up” craze, 
fenturrag 
as they do 
“cneo Choo 
Gullett ... their 
favorite hostess, 
she gets there 
fustest with the 
mostess,” and 
~* no key = 
chile McCoy... 
the pride of the 
whole _ familee, 
who modeled her 
LST.” 

Electric Auto-Lite up to th 
present time has distributed mor 
than 3,000,000 copies of the pin-u; 
folders, many 
of which have 
had an extraor- 
dinary life, H. 
D. Bissell, ad- 
vertising man- 
ager, told Ap- 
VERTISING AGE, 
One of the 
books traveled 
4,000 miles from 
one base to an- 
other and was 
autographed by 
500 men — in- 
cluding a com- 
manding gen- 
eral. 

The Webb 
cartoons are 
| used in the company’s national ad- 
| vertising and the folders are mer- 
chandised to the trade in copy fea- 
turing a free gift offer to distribu- 
tors and dealers. Trade publica- 
{tion copy also calls attention to 
the company’s NBC network 
show, “Everything for the Boys,” 
featuring two-way conversations 
with men and women of the 
armed forces all over the world. 

The advertising campaigns of 
both companies are handled by 
Ruthrauff & Ryan, New York. 


Cabot Opens New Office 
Harold Cabot & Co., Boston, has 
opened a branch office at 120 Ex- 
change St., Portland, Me., with 
Frank R, Black as manager. 


Moves N. Y. Office 


Botsford, Constantine & Gardner, 

| Pacific coast agency, has moved its 
|New York office to the Empire 
State building. Mrs. Elizabeth 
| Eyerley, vice-president and head 
|of fashion advertising for the 
agency, is in charge. 
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HOUSEWORK IN HAWAII i: fo: years been 


simplified by the same modern equipment found in Mainland 


homes. And efficient Hawaii looks forward to the time-saving 


appliances that will be available after the war. 

Because every newcomer to the Islands means increased 
demand for household appliances, Hawaii’s ever-growing popu- 
lation should be of interest to you. We would like to tell you the new 
population figures, but military censorship forbids their release. 

Now is the time to consider this friendly, modern-minded 
market. Pin-Up Hawaii on your sales map. As you enter or 


re-enter Hawaii with your advertising campaigns, choose the 


gel Household Appliances 


Honolulu Star-Bulletin. It will carry your message most directly 
to Hawaiian homes. For in Honolulu, where the concentrated 
population of Hawaii is, the Star-Bulletin has a carrier delivery 


to 9 out of 10 homes. 


Honolulu Star-Bulletin 


OVER 125,000 DAILY CIRCULATION 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO SPECIAL SERVICE DEPARTMENT, 
HONOLULU STAR-BULLETIN, HONOLULU, T.H. OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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Anchor-Hocking Buys 
Carr-Lowrey Glass Co. 


The stock of Carr-Lowrey Glass 
Company, Baltimore, has been 
purchased by Anchor - Hocking 
Glass Corporation, Lancaster, O., 
for a reported price of $3,500,000. 

Carr-Lowrey, manufacturer of 
glassware for cosmetics, will con- 
tinue with no personnel changes. 
Harry B. Green & Co., Baltimore, 
will continue to handle the adver- 
tising. 


MULTIGRAPHING 
MIMEOGRAPHING 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN SsT. CHICAGO 


‘lst ‘Pony Edition’ 
Supply Exhausted; 
600 Disappointed 


Chicago, July 6.—Requests for 
more than 600 copies of the initial 
issue of ADVERTISING AGE’s pony 
edition for servicemen could not 
ibe filled because they were re- 
|ceived after supplies were ex- 
hausted. 

Initial print order on the Serv- 
icemen’s Pony Edition was 5,000, 
and within five days after appear- 
ance of the first issue on June 16, 
an additional printing of 1,000 
was ordered. Both editions were 


600 requests remain unfilled. 


filled for the July issue, to be pub- 


quickly exhausted, and more than | 


All requests on hand will be| 


lished July 15, but every precau- 
tion is being taken to avoid over- 
|runs, and therefore it is important 
| to get requests in promptly, so that 
| copies will be available. 

The Servicemen’s Pony Edition 
|of ADVERTISING AGE is an eight- 
| page monthly, 84x11”, containing 
|a summarized review of the adver- 


'tising and merchandising news of | 


the previous month. It is supplied 
without charge to those who desire 
| to send copies to former employes 
or co-workers now in the armed 
| services. Copies are not sent direct 
|to servicemen, but are supplied in 
| any desired quantity by ADVERTIS- 
| ING AGE, for mailing to servicemen. 
|Each copy weighs about half an 
ounce, and is delivered folded to 
fit into a No. 9 or No. 10 envelope. 

To secure copies for your former 
employes or co-workers, address 
your request for the required num- 


ber of copies to Editor, ApDVERTIS- 
|ING AcE, 100 E. Ohio St., Chicago, 
|Ill. In order to make certain that 
no copies are wasted, each request 
MUST include the following state- 
ment: 

“We agree to mail copies of the 
Servicemen’s Pony Edition of Ap- 
| VERTISING AGE promptly upon re- 
ceipt each month to the following 
men and women in the service:” 
(List here the names and ranks of 
servicemen to whom the paper is 
to be sent, and whether they are 
overseas or in this country. DO 
NOT include their addresses or 
APO numbers.) 


Inland Names Ramsey 


Inland Rubber Company, Chi- 
cago, has named L. W. Ramsey 


Company, Chicago, to handle its 
advertising. 


more listeners per dollar 


Between 8a.m. and 6p.M. 


WAAT delivers 


in America’s 4~ Largest Market 


than any other station — 


including 


all 50,000 


watters!* 


970 KC 


NEWARK, 


*See Latest Surveys! Check Availabilities! 


National Representatives 
Spot Sales, Inc. (Outside N. Y. Area ) 


Do you realize this market contains over 3 million people; 
more than these 14 cities combined:— Kansas City, Indianapolis, 
Rochester, Denver, Atlanta, Dallas, Toledo, Omaha, Syracuse, 
Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” — 


Advertising Age, July 10, 1944 


ATTENTION 
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The United States Crane Coeportion 


$10,000 WANT AD—Near-record ex- 

penditure for a single want ad is 

claimed by United States Time Corp., 

Waterbury, Conn., for its full page in 

the July 3 Life, appealing for engi- 

neers. Maxon, Inc., New York, is the 
agency. 


Robert E. Dunville 
Named Crosley V. P. 


Elevation of Robert E. Dunville 
to the position of vice-president of 
Crosley Corporation, Cincinnati, 
and general 
manager of Sta- 
tion WLW, has 
been announced 
by James OD. 
Shouse, Crosley 
vice - president 
in charge of 
broadcast- 
ing. Mr. Dun- 
ville’s promo- 
tion is expected 
to allow Mr. 
Shouse more 
opportunity to 
devote to postwar expansion activ- 
ities planned by WLW. Eldon 
Park, for the last three years asso- 
ciated with WLW’s New York 
office, will become assistant gen- 
eral manager of the station. 

A new Crosley division, made 
up of sales promotion, public rela- 
tions, merchandising and specialty 
sales, will be headed by Marshall 
Terry as director. of promotion 
activities. He resigned recently as 
vice-president in charge of sales 
and public relations director of the 
Trailer Company of America in 
Cincinnati to join Crosley. Gilbert 
W. Kingsbury, assistant editor of 
the Crosley newsroom, has been 
appointed head of the press and 
newsroom of WLW and WSAI, 
succeeding William Dowdell, re- 
signed. 


Robert E. Dunville 


Briefalog! 


Use a Briefalog in the 1945 Elec- j 
trical Buyers Reference to reach 
the men who plan, specify, requisi- 
tion electrical and allied equip- 
ment. More effective; saves a costly 
catalog of your own. 1945 edition 
closes Sept. 15th. Ask nearest 
McGraw-Hill office for information. 


They reach for 


A McGRAW-H! 
PUBLICATION 
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THE BEST SHOW WINDOW IN THE WORLD 


There is going to be a brand-new window in millions of 
homes . . . the most exciting window ever known — the 
television screen! Through it people will see the whole 
wide world in vivid, vibrant panorama. Most important 
to you, it will be the best show window in the world! 

Your product or your service can be demonstrated with 
ease and artistry in television’s show window. It will be 
friendly selling — personal, intimate visits with small 
family groups in their own living rooms. 

Leading advertisers and their agencies have developed 
new and effective commercial television techniques 
through experimental programs over DuMont’s New 


DuMont Television Studios and Telecasting Equipment Department of Allen 
B. DuMont Laboratories, Inc., Station WABD, 515 Madison Avenue, New 
York 22, N. Y. General Offices and Plant, 2 Main Avenue, Passaic, N. J. 


York City station during the past 18 months. These pro- 
grams provide eloquent proof that adding sight to sound 
has multiplied air-borne salespower by at least 1000% 
... has opened a new highroad of magnificent promise 
direct to America’s best postwar markets. 

DuMont was first to give television really clear recep- 
tion by creating the DuMont Cathode-ray Tube. And 
DuMont pioneering in television station operation and 
programming techniques will help you get the most from 
every penny of your television time-buying dollar. 

You'll want your product featured well down front 
in the best show window in the world! 


Copyright Allen B. DuMont Laboratories, Inc., 1944 
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Feigenbaum Appointed 


Kings Wine Company has ap- 
pointed Harry Feigenbaum Adver- 


tising Agency, Philadelphia, to| 
handle the advertising of its new 
product, Kings wine. Pennsyl- 


vania daily newspapers and out- 
door posters will be used. Natural 
Sugars, Inc., 
appointed the agency to conduct | 
a series of broadcasts testing New | 


New York City, has | 


| distributed in chain, super markets 
and independent grocery outlets. 


‘ 
BE: 


Sweets Names Nelson | 

L. B. (Jack) Nelson, formerly 
vice-president and treasurer of| | 
Empire Electric Brake Company,| dicted that the 
general manager 
|Company of America, Hoboken, 


|N. J., maker of Tootsie Rolls and | son, Minneapolis, 


A few weeks ago dopesters pre- | War 
Pillsbury 
Newark, N. J., has been appointed | account would shortly be winging 
of the Sweets|its way to a new agency home. 
Now they say that McCann-Erick- 


flour | tions 


16 stepped 
stories. 


Department invited solicita- | 
from 37 agencies 
juicy $5,000,000 Wac account, only | 
forward with 
Almost all agencies are 
probably picking and choosing solicitation 


on the} 


England markets for its product, | Tootsie V-M. 
Susan Baker’s soup mix, currently ‘he was with 
head of the c 


sugar rationing. 


| 
To Counsel DuMont 
| Ted Collins, for 


For Signs of 
the Future 


Look to— years manage 


From 1941 to 1943 | retai 
WPB and OPA as/ness, 
onfectionery unit on|and new products, 


“other” agency. 
the past 13 aes 
r of Kate Smith and Incidentally, 


while the a ane goods | 
if any, are as-|has refused invitations to get in 
signed to another agency. 
is prominently mentioned as. the | accounts 


letting the word 
|producer of her radio programs,|leak out that an account is open 


ith considerable care these 
days, and at least one big agency 


JWT | on the talk covering half a dozen 
within recent months, 
because it hasn’t the manpower to 
take them on. 

* * aed 


Pabst Sales Company, Chicago, 


AA 


Be 


Advertising Age, July 10, 1944 


|urday night half-hour CBS net- 
work show, “Blue Ribbon Town 
| Singer Kenny Baker, original], 
signed to sub for comedia: 
 Gronchs Marx during an eight 
| week summer hiatus, is to con 
|tinue indefinitely. While Pabs 
won’t call the Kaye rumors un 


~ | founded, it points out he’s a bus) 


|entertainer—what with film wor! 
and a projected overseas trip t 
entertain the boys in service. 

* & 


i 


The Fred Waring-Philco deal fo 
a new radio show “is positive], 
off.” Hutchins Advertising Com 


pany admits negotiations we: 
under way with the  orchest 
leader, but adds that news of th: 


possible tie-up was prematurel) 
released by someone other tha: 


|has been appointed program con-|for agency solicitations doesn’t|isn’t saying “Yes” or “No” to re- the prospective new sponsor, Wai 
‘sultant for WABD, television sta-| cause as much excitement in these | ports that the film and stage star,|ing parted company with Ligget 
‘tion owned by Allen B. DuMont|days of agency manpower short-|Danny Kaye, will take over the|& Myers last month, after a fiv 


| Laboratories, Passaic, N. J. ages as it once did. When the|spotlight next winter on the Sat- | year association. | P 


Campbell Soup Company an 
General Foods are reported enter 
ing the canned baby food field thi 
year, although no details are forth- 
coming as yet. 


Meredith Appoints 


Boylan Vice-President 


Glen D. Boylan, assistant to the 
president and general manager of 
Meredith Publishing Company, 
Des Moines, has 
been named a 
vice - president 
of the company. 

Mr. Boylan 
joined the com- 
pany, publisher 
of Better 
Homes & Gar- 
dens and Suc- 
cessful Farm- 
ing, in 1925, 
and advanced 
| Glen D. Boylan to head of the 
methods de- 
| partment and assistant director of 
| production. He now serves as vice- 
|chairman of the operating com- 
mittee and directs the production, 
| personnel and methods, and pur- 
chasing and materials research 
| division. 


' 


"Pst! Didja know 
that Bob Beucus and | 
are goin’ steady 7” 


leis 
Joins Borg-Warner 


| Harold T. Youngren, formerly 
| chief engineer, Oldsmobile division 
|of General Motors Corporation, 
|has been appointed director of 
engineering development, Borg- 
Warner Corporation, Chicago. 


| 


‘Moss Handles Rappaport 
| Jack Rappaport, Inc., New York, 
manufacturer of women’s lingerie 
has appointed Moss Associates, 
New York, to handle its advertis- 
ing. Trade publications are being 
used. 


OCALA 


SPOT II 


writers. We read some of the best 
best-sellers in Cosmopolitan long be- 
fore they ever get published! 


I’m married. To one of the sweetest 


Strictly business, though. Bob’s V. P. 
of the Andrew Jergens Co. and I’ma 
typical Cosmopolitan reader. And 
we have a lot in common. 

This, for instance: I’m young 
enough to care a great deal about 
how I look. And he sells things like 
Jergens Lotion, Jergens Creams and 
Woodbury Facial Soap. ALL de- 
signed to help me look good. 


guys... (he reads Cosmopolitan, 
too). So naturally I try to keep my- 
self as purty as possible for him. And 
I’ve got more money than the average 
to spend on the job. 


Isn’t it logical? Isn’t it sensible? 
Amn’t I just about your perfect 
dream customer? 


I'm so nice and young! All right then. I’ll be seeing you. 


I’m young enough to TRY ANY- 
THING that looks good to me. And 
when I find something I like—why Cosmopolitan Readers are YOUNG! 
I’ve got plenty of years ahead to Ce Pa RE 


; ssh oe Gae® S 
stay with it. See? f= Ph FNS you'll find that 
ey * 6 fe 
aera y 


Any wonder why Cosmopolitan 
has been on the Jergens list since 
1912? And it’s still there today. 


. whopping high percent- 
It's in the mag! 


Here's why Bob likes me... age of us under-35's. 


Cosmopolitan appeals to us young 
wide-awakes. Good fiction. Fine 


[osmopolitan 


GREAT WRITING MAKES GREAT READING! | 
| & COMPAN 


The majority of Cosmo- 


I’m young. 
a . “ oe . Sie 
4 politan readers is under 35. 


esa Readers have 
MONEY T0 SPEND! 


Always have hed... 
they have now— and = 
con expec; them to ' 
have jt ; in the future! 


REPRESENTING LEADING RADIO STATIO? 
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AN” 
TATION 


‘and you find the New York 


Average net paid 


To ANSWER that question, you first have 
to know the answer to the question: What is 
an American? And that’s no easy question. 

An American’s name, for instance, doesn’t 
tag him. A Popolos, a Chulsidski or a Gold- 
berg can be and generally is just as good an 
American as a Smith, a Saltonstall or a Byrd. 
Essentially, we’d say an American is a man, 
woman, boy or girl who loves this country. 

That has been the genius of the United 
States of America—that it has been able to 
welcome people from every other country 
under the sun . . . give them hope for the 
future and freedom from Old World oppres- 
sions and hates in the present . . . let them 
develop their skills and talents to peak pro- 
ductivity, for their own benefit and the benefit 
of American society in general . . . convince 
them that they were living in the greatest 
country, for all its faults, that God ever made. 

Look around for the nation’s greatest single 
concentration of these people, with all their 
hopes and idealisms, their preferences and 
their dislikes, and their common love for 
the land where they live, 


metropolitan area. 


Then look around in 


Tout of l0 fomilies read The News! 


...What is an AMERICAN 
NEWSPAPER ? | 


this area for the newspaper that is bought, 
read and liked by the largest number of these 
people, and what you find is bound to be the 
answer to the question: ““What is an American 
newspaper?” 

The New York News is that paper. It 
is bought daily by 2,000,000 persons, Sunday 
by 3,700,000; and it 
would be bought by 
many more if it were 


not for wartime paper 


in New York City, 


NEWS BUILDING 
New York 17 


THE 


‘< 


shortages. At a conservative estimate, about 
10,000,000 people read The News. 

Why? Well, why does anybody buy any 
newspaper? He buys it primarily because he 
likes all or part of it—though he may disagree 
furiously with it at times, as any American 
has a right to do. 

ABOVE ALL, however, we believe these 
millions of Americans read and like The News 
because it reflects their own Americanism 


more accurately than any other paper. 


NEW YORK'S “~ “=== PICTURE NEWSPAPER 


TRIBUNE TOWER 


Chicago 11 San Francisco 4 


fm) NEWS 


155 MONTGOMERY STREET 
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Studies Wartime Hobbies 


To the Editor: Your recent edi- 
torial on the “Victory Garden Mir- 
acle”’ interests me, particularly ... 
“The miracle may prove to be one 
of more than passing significance 
in the establishment of national 
habits of working and living.” 

May I suggest that one lasting 
significance of the Victory garden 
may be that millions of men have 
discovered that while “only God 
can make a tree,” any ordinary 
man can play God, plant a seed, 
nurse it along, and make food... 
good food? 


This department is a reader’s forum. Letters are welcome. 


has not given much attention to 
what people do in their spare time. 
He has left it to the psychiatrist 
to say: “You worry too much... 
you have nothing to pin your des- 
tiny on. My advice to you is to 
develop a hobby.” 

During the last year, believing 


|in its postwar importance, I have 


That millions of women for the | 


first time have had the satisfaction 
during the first hail and _ sleet 
storm of the winter, of glancing at 
their colorful shelf of canned vege- 
tables and fruit and of murmur- 
ing, “Blow on, old wind; 
tight and eat today!” 


we sit | 


The advertising man in the past | 


devoted my entire time to discov- 


ering what people are doing now, | 
in their spare minutes, and what | 


they want to do in their spare 
hours, after the war. If you’d be 
interested in the result of my sur- 
vey, I’ll send you a copy—Victory 
gardens play a part. 

Labor fights for shorter working 


hours and is embarrassed by lei-| 


sure. 
Prefabricated house manufac- 
turers, as well as the established 


construction industry, produce 
houses of 1910 interior design, not 
integrated for 194X living — not 
designed by satisfactory spare- 


er 


Nigh Ree, 


time-spending at home. 

You are right, the miracle of 
20,000,000 Victory gardens indi- 
cates a possible new high in real 
living during peacetime. 

BERNICE BOWSER, 

New England Workshop, 

Stoneham, Mass. 


Recalls Clutch ‘Tips’ 
in Instruction Books 


To the Editor: Under the col- 
umn ‘“Ad-libbing” in your June 19 
|issue, I notice your comments on 
|Studebaker’s booklet, especially 
the instructions to “Press. the 
clutch pedal when operating the 
starter to avoid the additional load 
|of turning the transmission gears.” 
It has always been the bugbear 
|of the automobile manufacturer 
|that the people driving cars never 
| knew, or cared to learn, anything 
|about them. Everything had to be 
‘automatic. Hence our cars of 


A STATE-WIDE 


COVERED BY A STATE.) 


= 


Iowa corn 


reach. 


here, too 


Out where the green sword-blades o 


flash in the breeze, your post- 


war sales prospects are growing, too. 
Good black earth—soft silver rain—ca- 
ressing golden sun—have teamed up to 
create a stable market, now and in the 
peacetime days ahead. 


Spending power! That’s what flows from 
the tall, sturdy-stalked corn of Iowa... 
from the oats and hay and wheat curtsving 
in field-wide waves ... from the butter and 
eggs that are worth more than the whole 
farm income of many states... and from 
Iowa’s thriving industries, too. 


That spending power makes the town 
and city storekeepers of urban Iowa happy 
. . » quickly reaches and benefits whole- 
salers and manufacturers. It is urban money 
. . . money that circulates in towns and 
cities over 2,500, where 70% of the families 
are covered by The Register and Tribune. 


No wonder R&T lowa is the steadiest of mar- 
kets now—and likely to be the steadiest market 
for smart sales managers in the uncertain post- | 
war world. RGT lowa is bounded by the pages | 
of an extraordinary paper whose readers are 


sales prospects that count—and that you can 


® ist 


if R & T lowa isn't on it, 


you're missing one of 


tIR BR Ah? AZ A YO 


} 


r 


“7 
ldeey 


vy Osborn, Scolaro, Meeker & 


pes Mores REGISTER and TRIBUNE — 


Co., New 


York, Chicago, Detroit 


your 20 tep urben markets. | 


~ 


| 1939, Page 4. 


| average 40,000 miles. 


| 


| 
} 
| 
| 


today lack features which we had 
10 or more years ago, and instead 
are dripping with useless ginger- 
bread. 

We lack 
threc-way 


such things as the 
y carburetor control on 
ihe Marmon ’34 and the famous 
four-cylinder Essex, radiator shut- 
tcrs on Essex, Hudson, Packard 
and Buick 10 to 15 years ago, 
automatic clutch and free wheel- 
ing on the 1934 Chrysler line and 
'a dozen others I could mention. 


De Soto—July, 1928, Page 73. 
“To start engine.” “The clutch 
should be disengaged by pressing 


floor board.” 

Chrysler ‘70”—July, 1929, Page 
11. “To start engine.” “The clutch 
should be disengaged by pressing 


ithe left foot pedal down to the | 
1931, | 


, 


|floor board.’ 
| Chrysler “Six’’—January, 
|Page 11. “To start engine.” “The 
‘clutch should be disengaged, etc.” 

Plymouth “PA” — December, 
|1931, Page 11. “To start engine.” 


'“The clutch should be disengaged, 
etc.” 

Plymouth “Six’”—April, 1933, 
Page 11. “To start engine.” “The 


clutch should be disengaged, etc.” 
In this one, this sentence is printed 
in black face type. 

Plymouth “P5-P6’ — October, 
1937, Page 10. Here they gave up. 
No mention of disengaging clutch. 

Plymouth “P9-P10” — October, 
“Starting the en- 
gine.” “Hold the 
down while starting the engine.” 

I wonder if our car owners are 
going to remember all they have 
learned through being forced to 
keep their cars longer. Tires will 
Any Ameri- 
can car properly driven, cared for 
and maintained is good for 100,000 
miles, and I mean “good.” This 
is especially true of Chrysler cars, 
It is not necessary to pile up in 
the ditch if a tire blows out. Low 
pressure tires seldom “blow;” they 
go soft gradually. 


And if they remember, what 


| will be the effect on automobile 
|sales and what “tack” will adver- 


tising take? 
CHARLES B. PEARCE, 
Manager, Washing Machine 
Division, Canadian Westing- 
house Company Ltd., Hamil- 
ton, Ont. 


On the point you raise and in| 


answer to your question, “Why | 
not?” I quote, from instruction | 
books: 


the left foot pedal down to the 


clutch pedal | 


Advertising Age, July 10, 1944 


Not Over Yet 


| To the Editor: The Broderick 

| Bascom Rope Company advertis« 

ment on its 5th Army-Navy “E 

|}award, which appeared on Pag 

1 of your May 29 issue, was par 

ticularly interesting to us. 
Apparently, at about the tim: 


| the Broderick was running, we ra 


REMEMBER... 


the war’s not over 


pledge oursehes mom 0 do 0 twee ond we swe 


Wan bonnes 


Sur mere 


HE BEAD CHAIN MANUFACTURING COMPANY MOUNTAIN GROVE AMO STATE STREETS BRIDGEPORT 3 COmN 


'an advertisement very similar in 
' nature for the Bead Chain Mfg. 
/Company. A proof of the Bead 
|Chain advertising is attached so 
| that you may see the similarity of 
| thought. 


C. E. BALLARD, 
E. M. Freystadt Associates, 
Inc., New York. 


, a A 


A Soldier Outlines the 
Biggest Sales Job of All 


| To the Editor: Your assump- 
|tion is right that the boys in the 
| armed forces are doing consider- 
jable thinking and talking about 
| things as they are in the States— 
|/but I’m afraid I am not much of 
|a barometer of their opinions, col- 
|lectively or otherwise, or morale, 
|advertising or business. A. W. D. 
|order, in fact, specifically prohibits 
a serviceman from speaking for 
}anyone but himself. And consider- 


| 


jing the size of what’s going on 
jover here, that’s pretty  infini- 
| tesimal. 


But your letter prompts me to 
|}put in an oar anyhow for an item 
I haven’t seen or heard any briefs 


this 
5.000 watts at 800 ke 


tisers. Our story ma 


J. H. MeGillvra, Ine. 
Representative 


. gives you the largest 
concentrated coverage of this great mar- 
ket at lowest dollar cost. True, our sched- 


ules are jammed these days, but we do 


your post-war sales picture in this region. 


We'd like the chance to tell it. 


Union Guardian Bldg., Detroit 


CKLW 
is the 
BUY! 


live-wire station’s 


occasionally find ways to serve new adver- 


y throw new light on 
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lvertising Age, July 10, 1944 


id for at all—though remoteness 

mm the funnels of news may be 

» reason for that. It’s this: Has 

ybody done much, or anything, 

out the biggest potential mer- 
ec andising project on record—sell- 

g peace to postwar Axis coun- 
ties so that it stays sold for 
keeps? 

I’m serious. We must fight fire 
ith a holocaust. Whoever has 
i.lked to a thousand-odd Italians, 

I have, knows that powerful 
ersuasion indeed will be needed 

» undo 20 years of Mussolinian 
ve -like-lionism. Whoever has 
een the fire of Goebbels-inspired 
anaticism in the eyes of Nazi 
risoners, as I have, knows some- 
ning of the power of that propa- 
anda and the size of the counter- 
re we are going to have to build 
» defeat the Nazi conflagration on 
ts home ground, in the minds of 
rerman citizens. 

These Axis nations seem to be 
yasters of a science we have so 
ar Only dabbled in as rank ama- 
eurs. In ten short years Hitler 
old enough Naziism to subjugate 
inder it virtually the whole of 
furope and a whopping chunk of 
Eurasia. Only the counter-propa- 
ganda of the Soviets had equal 
virility. Those fanaticisms, those 
thoroughly - indoctrinated mental 
biases and master-race theories, 
the almost innate militarisms that 
smoldered through Germany from 


and staff and conduct it than the| will show the only possible profit; io win the peace. 

U. S. (or Allied) advertising-and- for so costly a victory: permanent And for heaven’s sake and every 

journalistic profession? We who! peace. other sake you can think of—let’s 

are native to advertising should, of| Granted, the Democracies are| start to work on it now! 

all people, hold it self-evident that | babes at propaganda; but we can | =a Se 

peace dependent on any means|}learn, and fast, as the Army and| The impetus probably won't 

other than the individual’s per-|American industry did. The best! come from Congress or the Execu- 

sonal, human desire for peace,|brains in the business are none| tive; all the more reason, it seems 

cannot last. Yet we shall be vic-|too good for this job; and let’s re-|to me, for the initiative to be 

tors over millions who do not want | member that Goebbels didn’t op-| taken by advertising men in order 

what we represent, because they |erate on any such shoestring scale|to get the necessary policy de- 

don’t know our product — indi-|as our OWI and the Psychological | cisions formulated, and the work 

vidual freedom, government by} Warfare Branch have to date. Our | begun. 

and for the people, and a lot more. | drop-in-the-bucket days ought to 
Therefore the desire must be|end. We need a torrent, and a | 

created, and the sale made that!continuous one, year after year, | 


* 


KEN POTTLE, 
Captain, U. S. A., England, 
May 12. 
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*10 BILLION 


—isa lot of income ina mar- 
ket shouting, ‘‘Potential.”’ 
We can increase your sales 
and distribution efficiently, 
economically.We handle 
small accounts, big ones too. 
Write today for free facts. 


DAVID J. SULLIVAN 


NEGRO MARKET ORGANIZATION 
MARKETING ¢ AUVERTISING ¢ RESEARCH 
545 Fifth Avenue, New York 17, N. Y. 


1S A NEGRO 


We're still meeting our listene 


1918 to 1939, will not die out with 
the new Armistice. This is, as | 
Willkie said, “a war for men’s 
minds,” and if it is won it can-| 
not be counted a victory much | 
before 1960. 

When the Axis finally lays down 
its arms, we shall just have begun 
to fight. And we must be better 
at it than they. 

So call it advertising, call it 
education or propaganda or re- 
habilitation or what you like: it 
seems to be that one phase of the 
“peace” we MUST not omit or 
even slight is the obligation to 
those millions of ours who will 
have died to give us just this 
chance: to sell peace, and peace- 
ful and harmonious living, to Eu- 
rope, and to keep it sold. 

It is not a job we can elect to 
do or not. I wish we could burn 
that conviction into America, 
somehow! The assignment is 
already laid out: Hitler, Goebbels 
and Gayda have seen to that. Up- 
wards of a hundred million minds 
in Europe are poisoned with a ten 
years’ insinuation of propaganda | 
more effective — measured by its 
results! than any other sales} 
story in history. Either we root 
it out, smother it and erase it com- 
pletely, and replace it with the 
Christian live - and - let - live phil- 
osophy of the Democracies—or we | 
fight this same war again in an-| 
other 25 years, because it will | 
never really have ended where it! 
began—in the minds of men. 

I cannot by any means at hand | 
express to you how intensely I| 
feel that this responsibility should 
a cardinal assignment for the | 
U.S.A. in the “postwar’—that is, | 
the post-destructive—years. And| 

ho should be better able to plan | 


Send for This Free 
8-Page Booklet | 


describing the independent Auto- 
notive Service dealer market both 
oresent and postwar. Answers the 
question of what the postwar mar- 
ket will be for the aut-motive 


service dealer. 


After seeing the booklet, one man- 
ufacturer wrote, ”. . . I'd like to 
distribute the booklet to our field 
men. Please send me 50 copies.” 


Send for your copy today! 


UTOMOTIVE DIGEST 
Cincinnati, Ohio 


its 250th personal appearance .. . 
250 separate face-to-face meetings between WJZ and 


more than three million soldiers, sailors 


and other service people, 


has taken on a new 
personality since its recent trans- 
mitter move now brings new strength and clarity 

to its signal in their homes ... [It’s time you 
made a new estimate of the new WJZ... These 


new friends of WJZ can be your friends! 


Gi 
Rost 


rs 

. Ml 

in person eee Our WIZ “Victory Troop” has just made 
 §3 


war plant workers and bond 
buyers... The WJZ “Victory Troop” 
traveled 67,000 miles through New York, New Jersey, 
Connecticut, Rhode Island and Maryland . .. the normal coverage 
area of WJZ... Three million more people now know WJZ personally. They 


now have a new affection for the station which goes out of its way to bring them 


YOUR STRONGEST VOICE IN THE WORLD’S RICHEST MARKET 


KEY STATION OF THE BLUE NETWORK * 770 ON YOUR DIAL 
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21 Producers 


Stage Battle 


to Win Penicillin Market 


Commercial Solvents 
Fights Drug Houses 
with 'Mass' Methods 


New York, July 6.—Twenty- 
one manufacturers have begun to 
fight for prestige, if not for profits, 
from the “miracle drug,” penicil- 
lin, just released to civilians. 

Since Merck & Co. introduced 
penicillin in this country in 1941, 
and started work on it with E. R. 


Squibb & Sons and Charles Pfizer | 


& Co., 17 other pharmaceutical 
houses have stepped in to meet the 
demands of penicillin for war. 
Late in 1943, Commercial Sol- 
vents Corporation announced its 
intention to make it on a mass- 
production basis 
Terre Haute, Ind. 


A few weeks ago, in a trade pub- | 


lication ad, Pfizer claimed to be 
“the world’s largest producer” of 
penicillin. But all major factors 
have gone in for mass fermenta- 
tion, with one result being the 
current all-time low price of $2.20 
per 100,000 units for the govern- 
ment, and $3.20 for hospitals. 


“Among the Leaders” 


Commercial Solvents’ entry into 
the penicillin field not only marks 
the first time the big industrial 
chemical company has entered the 
pharmaceutical field, but it em- 
phasizes a_ situation which the 
leading factors in the field view 
with distaste, to say the least. 
Pharmaceuticals have always been 
sold with much professional to- 
do and with great reliance on 
sampling of physicians, special de- 
tail men to call on doctors and to 
develop their good will, etc. 

While large quantities of so- 
called “ethical” pharmaceuticals 
(those sold on physicians’ pre- 
scriptions rather than over the 


in a plant at} 


counter) are frequently sold, the 
pharmaceutical industry is not a 
mass-production industry, and its 
costs are relatively high. If mass 


ing ideas are injected into the pic- 


siderable turmoil. 

Commercial Solvents is reported 
to have a rated penicillin capacity 
of 40 billion Oxford units per 
month, which places it well up 
lamong the industry’s leaders. 
Commercial Solvents uses a tech- 
i|nique known as the submerged 
;culture method, and says that 
| when this technique is used uni- 
|versally there will be supplies 
|available to all hospitals, doctors 
and druggists, although for the 
time being military demands may 
| take every available unit. 

Postwar plans of Commercial 
|Solvents include marketing of the 
product through drug wholesalers 
|exclusively. The wholesalers will 
hospitals and retail drug- 


serve 
| gists, the latter to supply doctors 
‘and dentists. 

| Commercial Solvents’ 
|ing, begun in March, has bern 
placed in 56 medical journals, 
|/major hospital journals, all drug 
trade journals of national distri- 
bution and the Journal of the 


production and mass merchandis- | 


ture, the field may be in for con- | 


| to store penicillin and distribute it 
| to other hospitals, for use on doc- 
| tors’ orders. 

Since the first successful cure 
| with penicillin in this country, in 
1942, the price of the drug has de- 
clined steadily—from $20 to $2.20 
|per 100,000 units. The latter fig- 
|ure, announced a month ago, was 
|65 cents less than the previous 
|“low.” A few weeks before it had 
| been $5. 
At the end of May, 1944, said 
| Drug & Cosmetic Industry, stock- 
piles of some producers exceeded 
25,000,000,000 units. The dxug 
itself has been stabilized suffi- 
ciently to permit nine-month dat- 
ing, or the period in which its ef- 
ficacy is maintained, as against 
three and then six months a short 
time before. 


Drug Leaders on List 


The 21 manufacturers are Ab- 
bott Laboratories, Allied Molasses 
|Company, Ben Venue Labora- 
|tories, Inc., Cheplin Biological 
Laboratory, Inc. (division of Bris- 
| tol-Myers, Inc.), Commercial Sol- 
|vents Company, Cutter Labora- 


| tories, Inc., Heyden Chemical Cor- | 


| poration, Hoffman-LaRoche, Inc., 
|L. F. Lambert Company, Lederle 


|Laboratories, Inc. (division of 
| American Cyanamid Corporation), 
Eli Lilly & Co., Merck & Co., Parke, 
Davis & Co., Pfizer & Co., Reichel 
Laboratories, Inc. 
Wyeth, Inc., division of American 
Home Products, Inc.), Schenley 
Research Institute, E. R. Squibb 
& Sons, Winthrop Chemical Com- 
pany (division of Sterling Drug, 
Inc.), The Upjohn Company, 
Sharp & Dohme, Inc. (Lambert 
and Sharp and Dohme, Associ- 
j}ated) and McKesson & Robbins, 
Inc. 

A metabolic product of a specific 
variety of a common mold, peni- 
cillium notatum, penicillin was 
discovered by Professor Alexander 
Fleming at St. Mary’s Hospital, 
London, in 1929. It was first iso- 
lated in the form of a brown 
powder in 1940 by a group led by 
Professor H. W. Florey, at Oxford 
University. 

Doctors report that penicillin 
has proved effective as a chemo- 
|therapeutic agent against a lot of 
“bugs:” staphylococci, hemolytic 
streptococci, anaerobic strepto- 
|eocci, pneumococci, gonococci, 
meningococci, and clostridia caus- 
ing gangrene and malignant 
edema. 


(division of| 
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| Treatment of such _ infections 
| which formerly required weeks , 
|months, has been reduced in man, 
cases to hours or days. Penicilli; 
is said often to work when thé 
| sulfa drugs won’t, and not to hav. 
the sulfas’ toxic after-effects. [; 
has been notably effective in treat- 
ing war wounds and burns, muc! 
of the danger of which has been 
from infections. 

At American Medical Associa 


tion’s meeting in Chicago las; 
month, various doctors reportec 
rapid and wholesale cures wit} 


penicillin of cerebro-spinal men- 
ingitis, gonorrhea, peritonitis anc 
other infections. Because the dru; 
is nontoxic and can be given i: 
doses from 200,000 to 400,000 unit 
daily, members of the penicilli; 
symposium agreed that “the dan- 
gerous dose is the small dose.” 
Merck & Co. this month issuec 
a 130-page report summarizing 
3,000 unusual cases cured wit! 
penicillin. 
| The drug’s relative scarcity unti! 
/now has served only to magnify 
|its powers and its publicity. News- 
| papers carried headlines, a year o1 
two ago, telling of efforts to ob- 
tain release of penicillin to cure 
|sick children. The release and 


. 


advertis- | 


American Dental Association, In | 


| addition, frequent mailings are 
|made of reports of international 
|findings on penicillin, while 100,- 
1000 booklets on the concept and 
|applicability of penicillin have 
|been sent to the nation’s physi- 
cians. 


Released for Civilians 


Combined output of the 21 has 
risen so rapidly that WPB recently 
released it for limited civilian use. 
WPB’s Office of Civilian Penicillin 
Distribution has issued a list of 
1,000 “depot hospitals,” in every 
state and the District of Columbia, 


4,500 


JOIN 
BEACON 
JOURNAL 
LIFE 
LINE 


FIRESTONE 
WORKERS 


In a recent two-week 
campaign Firestone 
Tire & Rubber Com- 
pany employees en- 
rolled 4,500 members 
in the Beacon Journal 
Life Line, each pledg- 
ing to donate a pint 
of blood to the Ameri- 
can Red Cross Blood 
Donor Service. This 
blood will be processed 
into plasma and sent 
to the front to save the 
ives of American sol- 
diers. 


The Beacon Journal 
Life Line was inaugu- 
rated last October 
when the reserve of 


volunteer blood donors 
was at a low ebb. More 
than 30,000 Akronites 
from all walks of life 
are now enrolled. 


We are proud of our 
Life Line Volunteers. . . 
their sacrifices will not 
be forgotten by our 
fighting men. 


Represented by: 


STORY, BROOKS & FINLEY 


NEW YORK CLEVELAND PHILADELPHIA LOS ANGELES CHICAGO ATLANTA 
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ns rapid transmission of the drug was P— | the Food and Drug Administra- 
fo alnost as dramatic as the cure aL | tion. 
an} itself. At the Cocoanut Grove = | Consumer advertising of peni- 
llir ni_ht club fire in Boston in late apour | cillin probably will be confined for | 
the 1912, penicillin was rushed under | PENICILLIN | the present to mention or one-time | 
ave nolice escort for several hundred | |shots in institutional campaigns. 
It ca-ualties, | Squibb, for example, devoted a 
sat- recent magazine page and news- 
uc! Supplies Are Increasing paper space to it. But manufac- 
een For thousands of Americans turers expect a sharp increase in 
y th sick relatives the most im- professional and trade promotion, 
cla p rtant man in the country has to get doctors to specify their 
last been Dr. Chester M. Keefer of brand and to persuade druggists 
tec Bp )ston, chairman of the commit- to stock it. 
vith tees On medical research and on 
en- c emotherapy of the National Re- Offer Booklet 
and arch Council. Dr. Keefer de- = This trend, in fact, already has 
rus e ded, on applications from indi- : —— _|started. In a recent page adver- 
bas . dual doctors, accompanied by SQuise |tisement in 65 professional jour- 
nit < atements of cases, which doctors name ymcan tet  \nals, Merck listed outstanding 
lin would get it and how much. dates in the 15-year history of 
jan- For the present, each depot hos- penicillin, with special reference 
p tal receiving penicillin is in- a ee e- newspapers and | +, its own part, and offered an 
uec “ructed to use it only in accord-| Newsweek, E. R. Squibb & Sons last ‘illustrated booklet on “Penicillin 
Zins ace with instructions from the —_ reported to the public on peni- | worck.” A Merck ad in New 
vith Keefer group. Supplies, however, cil “ —— gg we ig in de- | Jersey newspapers the last week 
e now piling up so rapidly that velopment of the “miracle drug. |of June, on the award of a second 
inti! nicillin may be released soon star to the “E”’ pennant of its Rah- 
nify rough regular drug trade chan-| continue to be prescribed and ad-| way, N. J., plant, put penicillin} 
WS- els—through wholesalers to hos-| ministered by doctors, by intra-| first among a variety of its prod- 
r O1 itals and drug stores. venous injection. Between one| ucts for the armed forces. 
Oob- Penicillin is not going to be-/| brand and another there’ll be no “Penicillin Merck,” said to have 
sure me a “household remedy,” the! difference in quality. All must} been the first booklet on this sub- 
and manufacturers emphasize. It will| measure up to standards set up by| ject to the medical profession, was 


jreleased last October. This was 
followed up by this company in 

May with “The Story of Penicil- 
lin.” Merck also has sent to all 
108,000 physicians in the country 
a leaflet on the present status of 
penicillin, listing depot hospitals. 
A similar leaflet was sent to all 
drug stores. 
| This leaflet, dated April 25, said 
|that “as soon as the essential re- 
quirements of our armed forces 
|have been fulfilled, Penicillin 
Merck will be made available in 
increasing quantities for civilian 
use through our established chan- 
nels of distribution.” 

A week later the government 
began to release penicillin to ci- 
vilians. The total amount avail- 
able continues to increase. The 21 
manufacturers of this new drug 
now have, from several stand- 
points, a real “success story’”’ to 
tell. 


‘Edison Opens Office 

Edison General Electric Appli- 
ance Company, Chicago, has 
|}opened regional offices in the 
| Western Merchandise Mart, San 
Francisco, under the direction of 
Ward R. Schafer. 
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The history of Champion is one of enterprise, financial stability 


and service. In its first twenty years Champion twice was burned, 
twice flooded, each time rebuilt with the most modern buildings 
and efficient equipment. Year after year Champion has paced the 


industry in improvement of methods and facilities, in uniformity 


and utility of product. Champion today supplies pulp for making 


explosives, and many other vital war materials; also paper for gov- 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO ... CANTON, N. C.... HOUSTON, TEXAS 


CINCINNATI - ATLANTA 


ernment use, for war maps, for industry, and packaging of food 
and medicines. At the same time, all three Champion mills con- 
tinue their ceaseless search for new processes and products need- 
ed to make, sell and distribute fabulous quantities of goods post- 
* war. In war and in peace, Champion always functions for the good 
of the American people, their business, and their government. 


Sun as Serious 
as Flame Burns, 
Vaseline Ads Say 


New York, July 5.—In a contin- 
uation of its nationwide drive to 
educate the public on modern 
methods of burn_ treatments, 
Chesebrough Mfg. Company has 
launched a new phase of its news- 
paper campaign for Vaseline pe- 
troleum jelly, the ads to run in 
692 daily and Sunday newspapers 
throughout the country until 
Labor Day. 

Slanted towards “sun worship- 
pers,” the ads will follow essen- 
tially the same theme as_ last 
winter’s copy in. stressing the 
petrolatum dressing burn treatment 
adopted as standard practice by 
the Army, Navy and Merchant 
Marine. According to Basil L. 
Emery, Chesebrough advertising 
and sales manager, the summer 
drive will bring to the public the 
important point that “‘burns caused 
by over-exposure to the sun can 
be just as serious as those caused 
by flame.” 

McCann-Erickson is the agency. 


'Seek Television Symbol 


A national contest has been 
launched under sponsorship of the 
Television Broadcasters Associa- 
tion for a symbol for television 
which will best portray its mean- 
|ing for entertainment, information 
and education. Local contests will 
be held by individual television 
stations, with winning local entries 
to be forwarded to the national 
contest. A $50 war bond will be 
awarded to the national winner, 


Burkhardt Backs Show 

Burkhardt Brewing Company, 
Akron, O., has begun sponsorship 
of a weekly series of 13 radio con- 
certs over Stations WAKR and 
WADC, Akron, featuring Bill 
Miller, tenor. Busbey Advertis- 
ing Agency, Akron, handles the 
| account. 


'+ 1 1 


KVOO, located in 
the center of Okla- 
homa's No. | Market 
Area, and being Okla- 
homa's No. | station 
(possessing five times 
more power than any 
other Oklahoma sta- 


tion) is 


just naturally 
the best radio buy in 
this important south- 


western state. 
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You bet, 
~ there’s something new 
\ under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


i 


7 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago 7 250 Park Ave., New York 
National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 


Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles 
Memphis, St. Louis, San Francisco 


|approved by stockholders of Mac- 
| fadden, with terms subject to final 
|action by the company’s board of 


Constructive Sales to 


Merge with Macfadden 


A plan whereby Macfadden 
Publications will consolidate with | 
Constructive Sales ‘Corporation, | 
one of its subsidiaries, has been | 


directors. 

Under the terms of the plan, 
stockholders will receive new se- 
curities. Each share of present 
preferred stock will be exchanged 
for one $50 debenture plus one 
share of new participating pre- 
ferred, and equal participation 
with common in any common divi- 
dend distribution. 


Tryon Named Publisher 


Frank E. Sands, a founder of the 
Daily Journal, Meriden, Conn., has 
resigned the presidency of the 
Journal Publishing Company to 
become board chairman. Clarence 
H. Tryon has been elected presi- 
dent, treasurer and publisher, and 


Stanton H. Wendover has been 
named vice-president, 


secretary | 
and editor of the paper. 
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WPB Threatens Priorities 
to Assure Military Paper 

Washington, July 6.—Although 
no definite move is afoot to reduce 
paper quotas for the fourth quar- 
ter of this year, storm warnings 
on print paper were out this week 
which could mean serious trouble 
for book paper users. 

Problem now is the failure of 
mills to provide print, mimeo- 
graph and business paper needed 
by the armed forces to organize 
and direct global war. Situation 
is so serious that WPB has 
warned mills that further delays 
in handling such orders will bring 
a directive to insure priority for 
military paper orders. 

Mills complain that WPB is 
already giving out more paper 
than they can make, so a special 


Behold the portrait of a people’s soul. . . 
The lens has captured it, 
Diffused and ill-defined, 
In the soft sunshine of a Sunday morning. 


Its substance is simplicity: 

Just children and a church; 

For children give the soul its life... 
Church gives it residence. 


* Around these two, a town is built 
a By Some homes, a school, some stores and farms. 
z 


Into the soul are fused 

Traditions of dim yesterdays 

; Remembered only in the*graven granite 

. ie In the graveyard, 

: The bright hopes of unborn tomorrows, 

And the living, freedom-loving spirit of today. 


MAINEVILLE, OHIO... Of Such Is The Kingdom’’ 


That's all there is to Maineville; 

No gleaming crucibles of steel 

Pouring their wealth into busy marts; 

No mines burrowing into earth's riches; 

No humming factories, no spinning turbines. 


Just folks 


just children and a church, 
And the simple life of a quie 


t town, 


Attuned to the proud beat of a nation’s heart. 


Quite unimportant... 
To all except the few 


yes 


To whom this place is home 


that is, 


And tous, whom they have made to feel at home. 


WLW 


The Nation's Most Merchandise-able Station 
DIVISION OF THE CROSLEY CORPORATION 


By STANLEY E. COHEN, Washington Editor 


and OWI. 


committee has been appointed to 
determine whether further saving: 
are possible by cutting out un- 
necessary usage. 

Despite improved pulp situation 
WPB warns that pulp allocation 
this quarter will be tighter tha: 
ever before, and that mills mus 
not expect extra paper for wa) 
orders. It all points to mor 
trouble getting authorized pape 
quotas filled. 

a * oo 

OWI Upheaval: It is no secre 
that Bob Ferry quit as assistan 
director of OWI’s domestic branc! 
because he could not get alon; 
with George Healy, New Orlean 
managing editor who directs do- 
mestic operations. Ferry wanted 
more recognition for advertising 
and campaigns people in OWI, 
pointing out that the agency gets 
Congressional sanction on _ the 
success of its campaigns, yet re- 
tains newsmen in key jobs. He 
failed to sell the argument, even 
to admen in the organization. 
Praise: On the first anniversary of 
the Cadet Nurse Corps, Surgeon 
General Thomas Parran was lavish 
in distributing thanks to groups 
that enabled Cadet Nurses to top 
their 65,000 recruiting goal. Re- 
cipients included the War Adver- 
tising Council, Motion Picture 
Industry war activities committee 
Bo oo # 

Object Lesson: Treasury should 
not overlook a lesson it had this 
week proving its complete failure 
so far to convince business that 
surplus property sales will be 
carried on without secret deals. It 
was a relatively small matter, but 
Treasury agents smashed a confi- 
dence game built on a mythical 
deal, in which the operator was 
to deliver nylon stockings made 
from 10,000,000 pounds of rejected 
Army nylon obtained with Treas- 
ury approval. If midwestern de- 
partment store buyers were con- 
vinced that Treasury followed 
Baruch’s goldfish bowl formula, 
they might have checked the story, 
and not placed $843,000 in orders, 
some paid in advance. 

Fact is that Washington report- 
ers, who are in a far better posi- 
tion than the midwestern store 
operators, can’t figure out what 
Treasury is doing. After two 
months of operations, Treasury 
still will not answer such basic 
questions as: 1. Will the results 
of all sales be made public?; 2. 


Winston-Salem's 
Business Means 
Business For You! 


The hum of industry's wheels ir 
Winston-Salem is no flash-in-the 
pan! For a good many years thi 
market has shown steady industria 
growth—a growth giving more an: 


more people gainful employment? 


Couple that with an agriculture 
area that is rich in CASH crop 
and what do you have? 


A "must'’ market in North 


Carolina! 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 


NBC—Radio Station WSJS—NBC 
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—<— How much notice of sales will be|try, offered individual adjust- | drug items in aluminum contain- | togian, Saratoga Springs, N. Y., has;go on sale on the 10th of the 
—. given, and how thoroughly will|ments, agreed and expressed the|ers. WPB has released 7,000,000| been appointed national advertis-| month preceding date of issue in- 
= these notices be distributed?; 3. opinion “they did a good job. ” | pounds of aluminum for test runs | ing manager of the Knickerbocker | stead of the 1st. 
= How and when will you consult | War Contracts: For those wonder-|of aluminum cans, available to| News, Albany. Screen Guide’s issue date will 
— png SF Naturally, . is a big/ing where they stand in settling|makers of such items as tooth| ——__—_—_—_—_ be changed from the 12th to the 
— joo to set up a new sales organi-/|war contracts, Superintendent of} powder, tobacco, baking powder, | |20th of the month precedin 
— zation, but the answers to these | Documents has renegotiation reg-| cereal beverages, cocoa and crack- | Changes Issue Date issue date. Advertis ne ciosind 
= questions are above and beyond | ulations, published in loose leaf|ers. Aluminum containers will be| Effective with the October issue,|dates on both publications have 
staffing of an agency. form for $2, including monthly | more expensive than steel, will | Click, a Triangle publication, will | been altered accordingly. 
— ~ = supplements. Army’s field pro-| make a more satisfactory package 
After the 5th: Treasury’s other | curement offices will soon have a| than paper for many items. | 
d to sciling agency, the War Finance} non-technical guide on contract | cceciaalicinnammece 
rings D vision, has decided on a change | termination. ‘ . ‘ 
un- in advertising policy after the 5th * ok # To ‘Knickerbocker News ' 
bis V i ee ie oF uailie Alice ae ‘ Watch for the appear- Garrett S. Smith, formerly ad- Sade BUYERS in Charge of Catholic Churches « Schools « Institutions 
ean : © aT cteaee prdlecy ong ae pA ance shortly of many food and|vertising manager of The Sara- A National Publication, published bi-monthly at Milwaukee, Wis. 
tha: tre customary “self interest” be- 
mus tween-drives theme. Shades of 
wa! Joe Katz. Research: Agriculture 
nors experts are studying postwar pos- 
ape sipilities of DDT, Army’s miracle 
nsecticide. Working with minute 
quantities granted civilians, they 

ecre want to know if it is dangerous 
stan to livestock; whether eaten on 
anc] vegetables and fruit it will 
lon: accumulate in man to the point of 
lean causing serious poisoning. 

do- * * * 
inted Protection: That “Made in 
ising U. S. A.” label which OWI asks 
OWI, exporters to use has wide accept- 

gets ance among government people 

the who are anxious to build postwar 
| re- markets for American goods 

He abroad. To insure that “Made in 
even U. S. A.” continues to connote 
ition. quality, just as “Made in Japan” 
ry of meant junk, Treasury Procurement, 
geon War Food and the Surgeon Gen- 
wvish eral—centralized purchasers for re- 
oups lief goods—will reject cheap, sec- 
» top ond-hand and poorly made items. 

Re- Trade: Commerce is permitted to 
iver- release considerably more foreign 
-ture trade information as a result of 
ittee recent revision of security regula- 


tions. Total exports and imports 
of individual commodities may be | 


ould made available on a 12-month | ; 
_this delay basis, and even more timely | z 
ilure Latin American information is | “§ o L D 4 ma cE A A t Pe F A # E 

that available. Figures show, for in- | 

| be stance, that U. S. exports to Latin | 


s. It America reached $819,000,000 in | | 
, but 1943, 74% above the 1935-39 aver- | 

onfi- age—and this despite shortage of | eee 

hical material and shipping. 

was 2% oo ok 

nade Success story: OWI and the, 

ected armed forces appealed directly to | 

= employers for aid in distributing | 

| de- securit messages to 10,000,000 ’ . 

pa aaa. hese "saneantiaes 2°70 In today’s New South the greatest chemical manufac- 
wed war plant executives, while Mer- i i i i 


he bus 
nula, chant Marine and OWI called on | curing empste on earth is being molded by . b y 


tory, others. Plan was to print a four- | hands of thousands of chemists—chemists who are uti- 


_ Giieias easier maeea Center | lizing the enormous natural resources of the Southwest are vital in wartime—limitless in peace. Over a billion 
port- ee ae oe ee a, | to build a new age—a Plastic Age. Down the vista of | dollars have already been spent on coastal plants for 
posi- jut front an ack leaf is directed | : ° ° 6 cage 
store to appeal to war plant, shipyard, | tomorrow stretches an era of new wealth and prosperity magnesium, with an additional billion dollars ready to 
what dock and terminal, government, of staggering proportions. An era of great plastic, be invested. Billions of more dollars are going into 
two communications and transportation | ° Ls teal ° h ill k h i 
wel workers. More than 5,000,000 have | chemical and synthetic industries that will make the plants producing Texas Ethocel, Styrene, Soran— 
asic already been ordered, including | ; ‘ H ' 
alin 1,800,000 by the Association of | Southwest an industrial empire second to none! strange new names now, but household words —— 
2; 2. American Railroads; 1,500,000 by ~ ° row, grown familiar to us as kitchen ware, window 
shipyards; 500,000 by AT&T, | BILLIONS FROM BRINE  & , ‘ ; 
ee and 45,000 by Western Union. shades, auto tires, tubing pipe, films, seat covers, shoes, 
Nice “No”: OPA surveyed de- ° P ‘ : 
mands for price increases by com- | In Texas coastal plants, sea water is yielding up huge and thousands of other everyday articles. 
mercial and public wood furniture quantities of magnesium—versatile metal whose uses 


manufacturers, decided that con- | 
litions do not justify an indus- | 
try-wide price increase. Indus- | 
| 
| 


IN THE PALM OF HOLLAND'S HAND 


This empire is being built in the palm of Holland's 


Holland's Sells the South hand—in a section Holland's has been serving from 
horse and buggy days to the gas and air age—through 


als ir COLLI NS M | LLER & | @ In the South there is 48 per cent more reader interest in World War I... the roaring twenties... and the de- 

the . your ad in Holland’s than in leading national magazines.* ‘pression, Now, serving again a nation at war, Holland’ : 
5 thi HYTCHI NGS | a bt ela 88 a ae Bae is attuned to the new needs, the new demands of an 
strie PHOTO-ENGRAVERS @ 78 per cent of the entire family in the New South read industrialized Southland geared ane eccmersies pel 
> an: Holland's. (4.2 readers per copy.) time tempo. And looking toward the Southland s phe- 
nen? #In proportion to circulation, according to L. M. Clark Reader Interest nomenal peacetime expansion, Holland's is ready to 


207 North Michigan Avenue Survey. lengthen its stride—to keep pace with the industrial 
Itura .. Chicago 1, Winois progress of Today’s New South! 


crop 
TEST TODAY'S 9 
lot NEW SOUTH Ormdahnas 
WITH HOLLAND'S 
Ye 900 Of ChONEW Soute 
NEL 4ogP 
lina NEW YORK: 52 VANDERBILT AVENUE CHICAGO: 75 EAST WACKER DRIVE 
ST. LOUIS: 205 GLOBE-DEMOCRAT BLDG a 
we 
West Coast Representatives: SIMPSON-REILLY LTO me # 
BC SAN FRANCISCO. RUSS BUILDING LOS ANGELES: GARFIELD BUILDING ill 
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Standard Brands 
Throws the Book 
at FIC Complaint 


Defends Vitamin Ads 
with Citations from 
Government Agencies 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


Washington, July 6—The FTC’s 


curious challenge this week when 
Standard Brands, Inc., 


50,000 WATTS CLEAR CHANNEL 


source of the vitamin B complex 
group, the company contended that 
large numbers of Americans suf- 
fer from malnutrition because of 
the difficulties of selecting and 
preparing foods with the proper 
nutritive ingredients. 

In its complaint issued Dec. 28, 
1943, the Commission insisted that 
sufficient other sources of vitamin 
B complex existed, including en- 
riched bread, grain cereals, and 


lic was assured adequate vitamins 
in its normal diet. 

Striking at the basis of the FTC 
case, Standard Brands first con- 
ceded that adequate vitamins were 
available “‘by careful selection and 


unrelenting campaign to ton€| preparation of food,” but it re- 
down vitamin advertising faced a|corted to the opinion of the Com- 
missioner’s own medical adviser, | advertising appeared. It denie: 
quoted |and of the Pure Food and Drug 
chapter and verse from the gov-| Administration, for official support 
ernment’s own official orders to!in its contention that it is by no|P: 
support a contention that a sub-|means certain that large segments | Sion, and asserted that grai: 


leafy vegetables, so that the pub- | 
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support in its case. 

In ordering enrichment of white 
bread, July 1, 1943, Pure Food and 
Drug noted that ‘“unenriched foods 

|necessary for adequate nutritional 
| care are not now available to a 
substantial part of the population.” 
G negnmoy ine agency asserted. 
‘nor are most consumers suffi- 
ciently educated on nutritional 
questions to enable them to make 
|an intelligent choice of combina- 
tions of unenriched foods on the 
basis of nutritional values.” 


Diet Called Inadequate 


In its own answer to the charg: 
Standard Brands pointed out tha 
an important modern source « 
vitamins, enriched bread, was no 
available to the pupiic when th 


that leafy vegetables are an im 
portant source of vitamin B com 
plex, as claimed by the Commi: 


ope stantial proportion of the Ameri-|of the population, unskilled in| cereals contain only a small fra 
CBS Affiliate can 


people must be 


Nat'l Representatives: The Katz Agency, Inc. 


foods. 


Fleischmann’s yeast, which has|bread a 


from a vitamin deficiency despite | vitamin requirements. 
an abundance of vitamin-bearing | 


suffering |\dietary matters, get their full | tion of the units required. 


“By careful selection and prepa 


Particularly from the Pure Food ration of foods, it is possible 1 


‘and Drug Administration, which | 0btain an adequate supply of sai 


| 


Defending advertising claims for |had ordered enrichment of white | Vitamins in the daily diet,” th 
year ago to fortify the |Company admitted. “When regar 
been described as an inexpensive | wartime diet, the firm drew strong |is had for the lack of knowledg: 


and care in the selection an 
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You won't see many “For Sale” or “For Lease” signs on Cincinnati 
plants when war work is finished. And buying power won't be 
blighted either. For Cincinnati is solid. Its soundness has deep 
roots in basic peacetime industries. Many of them. Diversified. 
Large. With payrolls that support Cincinnati’s hundreds of thou- 
sands of solid citizens. 

And the paper that’s at home in the homes of these solid citi- 
zens is The Cincinnati Enquirer. It’s thoughtful. Well-balanced. 
Informative. Interesting. Their paper. Your paper to reach solid 
Cincinnati. 


SOLID CINCINNAT/ READS 


The Cincinnati 
Enquirer 


For over 100 years, edited for the thinking, doing, 
earning, solid citizens of America’s most solid market! 


REPRESENTED BY PAUL BLOCK 


AND A 


Plants won't wither otter the war 
in SOLID CINCINNATI 


wae 


SSOCIATES 


preparation of food, and for th 
fact that very often food of a satis 
factory quality is not available 
and for the eating habits of the 
American people, it is in truth and 
in fact difficult for them to get in 
their daily diets an adequate 
amount of vitamins in the vita- 
min B complex,” Standard Brands 
contended. 

The firm referred to opinions of 
Surgeon General Thomas Parran, 
and of the chairman of the FTC 
medical advisory board, who in 
April, 1942, pointed out that out- 
standing medical men feel that 
considerable number of people suf- 
fer from vitamin deficiency. 

Standard Brands rejected vari- 
ous exhibits of its advertising on 
the ground that they had not 
been used for three or four years. 
The firm revealed that FTC had 
investigated several of these ads 
in 1940 and that in December, 
1940, it had ruled that no action 
based on them was justified at 
that time. Regardless of the FTC 
action, the company reported, the 
claims had been dropped volun- 
tarily and the Commission had 
been so advised. 


Launches Canadian Drive 


Copy for York sandwich spreads 
has been released to Canadian 
dailies by Cockfield Brown & Co. 
Winnipeg, for the provision de- 
partment of Canada Packers, St 
Boniface, Manitoba. 


Joins Charles M. Storm 


Nancy Loughran, previously 
copywriter for Wanamakers 
Macy’s and Loeser’s, New York, 
has joined the copy staff o 
Charles M. Storm & Co., Ne\ 
York. 


They're Young 


= Published by GIRS COUT S 
S455 Ease 44th Serees, 


oe me 


New York 17 


Grow along with us! 


| 225,000 ABC! 


_MEMBER OF THE YOUTH GROUP 
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- J BOVRIL 


makes summertime sandwiches 
Extra Good! 


HOOSE your favourite sandwich ... then 
try perking it up with Bovril, Bovril’s 
resting true-beef flavour adds a «elcome 


post every type of sandwich fill- 


ing the bread. But that's just a suggestion— 


once you've tried it you'll want to do your 


‘ own experimenung 
i 
‘4 : 


YOU'LL FIND A HUNDRED DIFFERENT 
SANDWICH USES FOR BOVEILI 
SANDWICHES | ed 

i tele 


Mode with BOVEIL— 
Lo tae 
ay 
or | 


Sa 


. 
$ee thromgh © were 


SALAD MOULDS! 
tesang 


SUMMERTIME APPEAL—Expanded 
promotion for Bovril concentrate in- 
cludes large-size ads in Canadian 
dailies playing up its use for summer- 
time sandwiches and salad molds, as | 
well as for drinks. Cockfield, Brown & | 

Co. Ltd., Montreal, is the agency. 


Felines Frisk as 
40-Fathom Fish 
Resumes Cat Food 


Boston, July 5. — 40 - Fathom | 
Fish, Inc., after several years off | 
the market with its cat food prod- | 
uct, has resumed advertising in 15 | 
New England newspapers with | 
one-column 100-line ads captioned | 


“Great News for Cats (and kit- 
tens).”’ 
Known as Jack and Jill cat 


food, the product is composed of 
all-fresh ocean fish, the ad says, 
and as an added attraction to the 
feline world it now comes in 
“quick-frozen one-pound cartons.” 

According to Alley & Richards, 
agency in charge, canning of the 
cat food was restricted by the gov- 
ernment at the beginning ‘of the 
war, and it was taken off the con- 
sumer market until a _ different 
means of packaging could be ob- 
tained. 


Mary Sharp Free Lances 


Mary Sharp, a member of the | 
promotion department of the Chi- | 
cago Sun for the past year, has | 
‘esigned to do free lance adver- | 


tising, promotion and fashion con- 
ultant work. 


ON TOP 


In Alabama 


Julean looks down 
mn Birmingham’s 
urnaces, foundries 
ind mills . . . busy 
ike all the rest of 
\labama. — 
WSGN gives the 
vest coverage in 
his great market, 
ias the best of all 
norning Hoopers; 
iirs 7 out of the 10 


est rated shows. 
WSGN is Ala- 
vama’s Best BUY 
Far. 


WSGN 


The News-Age Herald Station 
Call Headley-Reed 


Stetson Denies 
Law Violation in 


Chain Discounts 


Washington, July 5—John B. 
Stetson Company, one of the na- 
tion’s leading hat manufacturers, 
promised in reply to an FTC com- 
plaint today that it could prove 
that cumulative discount systems, 
by which units of chain organiza- 
tions receive favorable prices 
based on total purchases of all 
members of the chain, do not con- 


| Stitute discriminatory prices in 
| violation of the Robinson-Patman 
| Act. 
| According to the FTC charge, 
| Stetson is violating the law by 
granting each store’ discounts 
|based on the chain’s total pur- 
chases, thus- giving’ individual 
| members of chains an unfair price 
|advantage over independent com- 
| petitors who 
| more hats. 
In defense of the practice, 
Stetson said it could produce evi- 
|dence that the differential merely 
/made allowance for differences in 
ithe cost of manufacturing, selling 


might in fact buy | 


;and delivering resulting from 
|methods and quantities in which 
lhats are sold and delivered to 
|chain purchasers. It admitted, 
however, that separate deliveries 
are made to branches and outlets 
|of the chains. 

| On a second point in the com- 
|plaint, Stetson admitted agree- 
|ments to pay certain customers 
for unique advertising displays 
and services. While conceding that 
these arrangements were not 
made known to its customers gen- 
erally, Stetson affirmed that it 
| was under no obligation to do so 
'and insisted that it would produce 
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evidence to demonstrate that it 
is impossible to make such agree- 
ments available on proportionately 
|equal terms to other customers, 


| Publishers Seek FM 


An application from Eleanor 
| Patterson, publisher of the Wash- 
|ington Times-Herald, is one of 
|three newspaper FM applications 
received by the FCC last week. 
Others were from Poughkeepsie 
Newspapers, Poughkeepsie, N. Y., 
and Gannett Publishing Co., Au- 
| gusta, Me. 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A.,is published by Booth Michigan Newspapers in the interest of all newspapers 
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‘Het hath 


no fury... 


3 


“Ske a woman scorned” says the poet. But a 
close runner-up is the man whose name was 
spelled wrong in the newspapers! 

His patronym is frequently pushed around 
painfully ona letter or the circulars that clutter 
up his mail box, on tax bills and jury notices 

. and he doesn’t seem to mind so much. 

But if his favorite paper slips a notch in his 
nomenclature—it’s a personal affront. Other 
people and institutions may err about his name, 
but a newspaper ought to know better! ... In 
fact, he feels that his newspaper ought to know 
everything, and be always right! And every 
good newspaper tries hard and steadily to 
deserve his good opinion. 


"Thus good opinion is hard for a paper to 
live up to—easy for an advertiser to profit by! 

Confidence in a statement is conditioned 
by thesource !And the mere presence of an 
advertisement in a good newspaper is a , 
tacit testimonial of its truth. 


THAT NEWSPAPER 
OFFICE 


The repute of a good newspaper generates 
responsiveness in the reader . .. and generates 
action as well as attitude. 

The confidence of the public that a news- 
paper has its interests at heart . . . puts spurs 
and striking power in newspaper advertising. 

The asset is intangible, but gets acceptance 
for advertising that few other media afford. 
And it’s an extra, not present on the rate card, 
not added in the invoice. 


Reaper responsiveness... plus the fact 
that newspaper advertising is specific, provides 
place and price and opportunity to buy. . . is 
comprehensive enough to catch a large portion 
of the current demand... and another reason 
why newspaper advertising sells! 

Make newspaper advertising part of your 
sales program—because it benefits by the 
bond between paper and reader . . . closes 

-} the circuit more quickly between prospect 
and purchase. 


The Philadelphia Mnguirer 


oo. the first advertising medium of Philadelphia ... This advertisement is one of a series in behalf of newspaper 
advertising ...and ts available to any ime de reproduction or publication, without credit... 
Nationat Apvertisinc Representatives: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 
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t up the advertise- 
ment’s message, to give 


sage and to make it 
easy to understand and sf. Styem ) 
I emember. te er “The H me e towe a M aly 


impossible to open a 
newspaper or to turn 


robably nothing else in the whole 
nique of advertising suffers quite so 
ch from the constant urge to make 
h advertising campaign new and 
erent as do layout and illustration. 

ertainly it is the first fundamental 
, good layout that it 
uld present the ad- 
tisement in its most 
vealing form. It 
uld be orderly and 
\l ordered. And it 
uuld be unobtrusive 
for it has not the 
shtest meaning in 
elf. Layout is strictly 
means to an end: to 


aracter to that mes- 
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Nevertheless, it 


problems and potentialities, it is possible 
to employ a system of advertising produc- 
tion to bring copy and layout and art 
people together to develop advertisements 
in a joint operation. 

Still, neither a copywriter who could 


The Story of “The Hump” — the world’s 
most dangerous overland air route 


a The first leg of the 
@ fogey Aw gles Becaus 
be fields, some of 


) 


j 
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more than a few pages 
in a magazine without 
coming upon an adver- 
tisement in which it 
appears that the layout 
vas made with no 
other idea in the world 
than to make it dif- 
ferent. 

Sometimes this must 


be the fault of the art 
director, but usually 
these people are =the 
staunchest advocates of 


No spot on earth is more 
than 60 hours’ flying time 
from your local airport 


CONSOLIDATED VULTEE 


simplicity and order in 
advertisements and it 
is the experience of 
this Corner that adver- vai ee 
tising layouts range —<t ae 
irom very good (as we 
have rather sketchily 
defined good) to very bad in almost ex- 
actly the ratio that (a) the copywriter and 
(b) the advertiser control their appear- 
ance, 

Unfortunately, the teamwork employed 
in the making of most advertisements 
approximates that in a relay team. 

When the average copywriter turns his 
copy over to the average art department 
for layout and illustration the advertise- 
ment most often passes out of his hands 
forever. It is up to the art department 
to make the most of it—frequently under 

contact man’s fishy eye. (He knows 
the “musts” and he’ll get them in sooner 

r later.) 

Here and there in advertising there are 

riters who have an unerring feeling for 

‘yout and art. These writers plan their 

ivertisements with a sure knowledge of 
the part that layout and art must play, 

id they usually work their advertise- 

ents out in rough form with their art 

ople before more than a bare copy out- 
ie is written. 

Even where copywriters do not have 

s understanding of layout and art 


AIRCRAFT CORPORATION 


Colt. Fairfield, Calif, Fort Worth, Texas Noshville, Tenn. Weyne, Mich. Allentown, Pa. 
a Volos Froid. Calif. Tucson, Aris 
annenger planes Mom. Fie 


New Orleans. Le. Louisville, Ky Deerborn. Mich. Ehaebeth Cory, NO 
Member, Aurcratt War Production Council 


make the art department at N. W. Ayer 
or Young & Rubicam nor the finest sys- 
tem of teamwork yet devised conceivably 
can make good advertising if it must 
always look altogether new and different. 

There is one best way to do most 
everything. Sometimes, perhaps, there 
are two or three equally good ways. But, 
surely, there are seldom six—and never 
are there a hundred. When more adver- 
tisers and more advertising people realize 
this, not only the appearance but also 
the efficiency of all advertising will be 
improved. 

New appeals in advertising come from 
new ideas, with new words and new pic- 
tures to express them. And as long as 
they do (see cut) layouts and illustrative 
techniques have no need to change any 
more frequently or any more violently 
than the format or illustrations of your 
daily newspaper or your favorite maga- 
zines. 

The fact is, neither ten new type faces 
nor a layout by Salvador Dali can make 
news out of last Tuesday’s news if you 
have already seen it! 


/ he P af - Off f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


l. this department, basic principles which have proved their value in mail 
ler advertising—and which are equally important to the advertiser who 
es not seek direct inquiries or orders—will be reviewed and discussed from 
eek to week. Pertinent case histories, queries and comments from readers 
e invited. Whenever possible they will be answered here. 


By THE MAIL ORDER MAN 

The dyed-in-the-wool mail order ad- 
rtising man is a strange bird. In talk- 
g with so-called general advertisers, he 
apt to be pretty cocky because he thinks 
at he makes of advertising a more spe- 
fie and directly profitable tool than do 
ey; in talking with other mail order ad- 
rtisers he is humble and insatiably curi- 
s because he knows that he still has 
uch to learn about this tool and that, 
one mail order friend puts it, “the more 
» knows, the less he knows.” 


He often argues loudly his advantage in 
knowing exactly what his advertising does 
for him and that he is not “guessing,” but 
inwardly he envies the general advertis- 
er’s freedom to go all out on a campaign 
without too many demands for provable 
results. He recognizes that he doesn’t 
have to argue to his boss that his adver- 
tising pays (the record proves that for 
him) but he realizes too that he can prob- 
ably never get an appropriation larger 
than direct results justify. 

He can hold the absorbed interest of his 


general advertising brothers and sisters 
while he tells of his methods and results, 
but when he is through they go blithely 
off to follow their former practices, ignor- 
ing his argument that at least some of his 
findings might be used advantageously by 
them in general advertising. 

But his strongest characteristic is the 
one suggested above—his urgent desire to 
learn from the experience of others. I 
have known two mail order men to sit up 
all night in a hotel room (and without 
drinks) discussing their methods and find- 
ings. Mail order men read avidly all 
books and articles bearing on the subject. 
When a group of them get together, the 
questions and case studies fly thick and 
fast. Even direct competitors usually ex- 
change experiences freely, each realizing 
that he gains more from the others than 
he loses by revealing any _ so-called 
secrets. 

“What results do you get from such 
and such a medium?” 

“How did that new appeal work out 
for you?” 


“How do your results from small 
space compare with those from 
pages?” 


“How much do your inquiries cost 
and what percentage do you 
close?” 

“Are your results this year better 
than last, and if so, why?” 

“How do you follow up your in- 
quiries?” 

—these are typical of the questions that 
fly back and forth. Then each man makes 
mental or written notes of the points 
which he can try out in his own advertis- 
ing. 

This constant search for facts and better 
methods is one reason for the effective- 
ness of much mail order copy. On the 
whole I believe mail order advertising is 
better for its purpose than general adver- 
tising is for its aim. General advertisers 
usually have no direct way of knowing 
whether their advertising does its job well 
(some of them might well be thankful for 
this), so they do not know for sure when 
they make a mistake nor when they have 
an unusually effective ad. 

The mail order man has a quick, effi- 
cient gauge which helps keep him on his 
toes—he has a check on everything he 
does. And because he has to get provable 
results, he is eager to find and to try new 
methods. He cannot rest on his oars. 


Dear Soe: 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear G. I. Joe: 

Shells overhead, the swoosh of mortar 
fire, the ping of a rifle, the scream of a 
iit comrade, the jangle of your own 
nerves at H hour plus 10—with all that 
“present” around 
you, what the hell 
time do you have 
for postwar worry? 

But don’t let that 
get you. Others are 
planning for you— 
your mother or your 
father, your wife or 
your sweetheart— 
lots of people, I’m 
sure—even your old 
boss. 

But even that isn’t 
too important, Joe. 
For advertising hasn’t changed one iota 
since you left. There are the same old 
publications (at somewhat higher rates) ; 
the same old cuts and electros (at some- 
what higher scales); the same old clients 
(with somewhat larger midriffs); the 
same old bull artists (with somewhat 
louder lines). 

The day after you come back, you’ll 
drop into your old niche just as naturally 
as you'll drop into your mother’s feather- 


L. H. Meyer 


bed. Thirty days after you are demobbed 
you will have tired of your own voice 
holding forth on the virtue (or virtuosity) 
of foreign females—and you will be just 
one day down on your audience. 

Then you'll settle down to business— 
the same doggone business you left—and 
you’ll wonder why you feel so doggone 
much at home. 

Stop your wondering, Joe. It’s only nat- 
ural. Fact is there was no one to take your 
place when you went away. One or two 
oldsters and a dozen or more others tried. 
They did as well as they could—pretty 
damned well, considering. But every last 
one of them, as well as your boss, knew 
he was just keeping the chair warm for 
the guy who belonged there but had been 
called away by urgent business. 

So keep your chin up and your hind- 
quarters down, Joe. We'd rather welcome 
you back in one piece. But, if through 
the fortunes of war, you do happen to 
return minus a flipper, or a gam or shy 
a few inches of meat, you'll still be 
wanted. 

No kidding, Joe, you’ve been missed. 


LOUIS H. MEYER, 


Lee-Stockman, Inc., 
New York. 


Business Chart of the Week —— 


Appliance Demands of Southern Farmers 1939-1944 


1944 
252,421 


Saha 
1939 194 7% 
129.618 ||, /939 


AT 


Electric Refrigerator 


Electric Washing Machine 


1944 1944 
240,725 150,088 
£86.3% 
OF 1/939 


Radio(Electric) 


1944 
129,621 


1944 
88,688 


Electric Churn 


Electric Cook Stove 


1944 1944 
30,213 16,568 
1939 
8.661 
/9/3% 
3379% OF /939 
OF 1939 
Electric Ironing Machin Milk Cooler 


--- from study of readers of the Progressive farmer 


Projections made on basis of 974,600 names on subscription list 
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36 
Opens Toronto Office 


Canadian Raybestos Company, 
Peterborough, Ont., has opened a 
new sales office at 12 Richmond 
St. East, Toronto, with D. S. Po- 
cock, sales manager, in charge. 


Arms Company Appoints 
Harrington & Richardson Arms 
Company, Worcester, Mass., maker 
of the Reising sub-machine gun, 
has placed its advertising with 
Chambers & Wiswell, Boston. 


‘Edson Gould Transfers 


Edson Gould, formerly editor of 
Moody’s Stock Survey, Bond Sur- 
vey and Advisory Reports, has 
joined the research department of 
Smith, Barney & Co., Chicago in- 
vestment securities firm. 


Scrivener Changes Name 

Scrivener & Co., Rochester, N. 
Y., agency, has become Scrivener, 
O’Brien & Co., and has opened 
new offices at 534 Burke building. 


markets in the Middle West. 
THE CHICAG 


GEORGE T. HOPEWELL, 
NEW YORK OFFICE: I0! Park Ave. 


NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


THE MICHIGAN CHRONICLE—DETROIT 
THE LOUISVILLE DEFENDER 


Sold separately or in combination 


Write for information: 


CHICAGO OFFICE: 75 E. Wacker Drive 


For Best Results Advertise in— 
“‘CONCENTRATED”’ 
O DEFENDER | 
| 
Exclusive Representatives | 
| 


Outdoor Ad Field 
Forms New Pool 
fo Aid War Effort 


OWI Graphics Group 
Raised to Status 
of Full Bureau 


Washington, July 6.— Coinci- 
outdoor advertising committee and 
completion of arrangements for a 
contributed pool of outdoor space, 
|} OWI will elevate its graphics ac- 
tivities to full bureau status, on 
a par with radio, motion pictures, 
news, books and magazines. 

The new bureau, headed by 
Jaques DunLany, will control $5,- 
/000,000 to $10,000,000 of highly 
|desirable advertising space cover- 
|ing every major outdoor market 
|in the country, which the outdoor 
|industry has placed at the govern- 
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rm GAIN AND LOSS PERCENTAGES - 52 CITIES 

T . | 
MAY 1944 - 1943 LOSS GAIN | 
CLASSIFICATIONS 30 20 10 0 10 20 ww 
RETAIL 1.9% a 

’ GENERAL 4.7 A al 

AUTOMOTIVE 9.5 anenianeiaal 
FINANCE AL 6.4  iannen 
TotaL DisPLay 0.2 
CLASSIFIED -10.8 ne tame 
TOTAL ADVERTISING -2,7 ~_ 
DEPARTMENT STORES -538 —_— 


JANUARY | - MAY 31, 1944 - 1943 


RETAIL -0.7 
GENERAL 8.2 a 
AUTOMOTIVE 2.6 oe 
FiNaNCHAL 1.9 al 
Tota DisPLay 1.4 al 
CLASSIFIED “1.3 oo 
ToTat ADVERTISING 0.8 7 
DEPARTMENT STORES 4.4 eeeee 
30 20 10 0 10 20 30 


TRENDS ARE MIXED—Although classified advertising extended its losses dur 
ing May, improvement was shown by other groups in newspapers of 52 citie: 


measured by Media Records, Inc. 


For the Jan. |-May 31! period, retail, classi 


fied and department store volume is off slightly compared with the '43 period 


wee disposal for the duration. 


In addition, it will retain con- 


Complete informality t 


highly productive salesmanship! 


Ed Schaughency, with 


day, “Rainbow” Jackson, are break- 


fast guests in most P 


Tri-State homes every weekday. 


From personal appearances over the 


years, in hundreds of t 


personally known in these same homes. 


Proof of extreme pop 


of the normal, 100,00( 


tors to KDKA are women; house- 
wives and homemakers (home pur- 
chasing-ager ts). Invariably their first 
“Can we 


question is: 
Schaughency and ‘Rainb 


Quick point: This best-known Pitts- 
burgh Radio Personality, conductor 
KDKA Musical 
more than 10 years, turns product- 
names into buy-words throughout the 
KDKA area. Been doing it for some 


of the 


advertisers, continuous 


years. 


Put this KDKA-Schaughency-‘‘Rain- 


bow’ combination of 


Personality behind the promotion and 


‘ ! 
sale of your product! 


NBC has any further infor- 


mation you might 


all based on Schaughency’s 


Success at Inform 
manship. 


ranslated into 


his Man-Fri- 


ittsburgh and 


»wns, they are 


ularity: 90% 
) annual visi- 


meet Ed 
ow’ Jackson?” 


Clock for 


ly, for eight 


Power and 


require, 


al Sales- 


WBZA + WOWO 


WESTINGHOUSE RADIO STATIONS Inc 


* WBZ e 


WGL + KDKA 


REPRESENTED NATIONALLY BY NBC SPOT SALES 


trol over a pool of 100,000 car card 
contributed each month; will clea; 
and allocate posters; supervise 
direct mail in cooperation with 
the Graphic Arts Victory Commit- 
tee, and control retail poster dis- 
tribution. 


Cooperates With OWI 


The outdoor industry advisory 
committee, like similar committees 
which have been formed for press, 
radio and magazines, will cooper- 
ate with OWI in the display of 
war messages. It is made up of 
14 executives of outdoor firms in 
all parts of the country, including 
both members and non-members 
of the Outdoor Advertising Asso- 
ciation of America. 

The outdoor pool provides for a 
national “fifty” showing in every 
major market in the United States 
of over 25,000 population, on a 
regular monthly basis. Like othe: 


OWI media pools, the outdoo: 
space will be parceled out by 
OWI to 18 government agencies 


that have campaigns which are 
brought to the attention of the 
public. Actual allocation of all 
OWI space is carried out through 
the Office of Program Coordina- 
tion. 

Formation of the contributed 
space pool reflected the interest 
that Mr. DunLany, who formerly 
handled outdoor for the Treasur) 
war finance division, has alway 
had for the medium. 

In operation, the pool will build 
up slowly until the space situa 
tion eases after the Novembe 
election. Eventually it will in 
volve approximately 5,000 poster 
a month, with the government: 


DO YOU QUALIFY FOR THIS 
UNUSUAL SALES 
OPPORTUNITY? 


In December 1941, this long-established, n 
tionally known, AAA-| company (with offic: s 
and factories throughout the country) w 
about to launch a vast, nationwide, mercha 
dising program that would have demanded 
greatly enlarged sales personnel. But Pe 
Harbor changed our plans, and instead 
expanding ‘'we went to war''—as essent 
supplier to the Army and Navy of our sr 
cialized product. 


Now, however, without interfering with w 
time assignments, our prewar plans can | 
come postwar plans, and we are interested 
immediately securing several salesmen, a 
some district sales managers, for cert 


2 


Eastern and Southern territories. 


Our product—which is used by almost eve 
| body as an everyday necessity—is sold 

| marily as an advertising medium: hence, so 
| knowledge of advertising procedure is an 
| vantage, though not a requisite. 

| More importantly, we want men with visi 
who enjoy selling ; men with ambit 
who are willing to work hard . . . men w 
good common sense, whose records pri 
that they get results from both ten-dollar a 
| ten-thousand-dollar buyers. 


Those who qualify will be thoroughly traine 
and will receive satisfactory drawing accou 
against liberal commissions. First year ea 
ings of $6,000 to $8,000 are not unusual; sor 
of our representatives—with us from two 
fifteen years—annually earn from $10,000 
$25,000. 


If you qualify for this unlimited, present a 
postwar opportunity, write to us—in conf 
dence and fully. Mention age, marital statu 
draft status, education and experience, an 
please enclose a recent snapshot. Box 49/6 
ADVERTISING AGE, 330 W. 42nd St., Ne» 
| York 18. 
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ing only the actual cost of, 
iting and shipping. Art work | 
be done by the pool of top) 
ymercial artists who are co-| 
| 
ng government work for a| 
ninal $300 fee. 
n addition to the contributed 
ice pool, the new Graphics 
pureau will also use a multiple 


-.gnsorship .plan, under which 
(AAA and _ individual outdoor 
ms will produce posters for 


onsorship at the request of gov- 
nment agencies. Under this 
an, all expenses are paid by the 
dustry and the advertiser. 
Other cooperative measures of 
he outdoor industry include na- 
ynal and local “conversion” plans 
turn current advertisers to war 
emes and a “corner message” 
in to hitch-hike war messages 
24-sheet posters. 


Membership of Committee 
The new outdoor industry ad- 


isory committee is headed by 
farry Crawford, president of 
Crawford Advertising Agency, 


Mobile, Ala. Members are: C. D. 
Blessed, president, Walker & Co., 
Detroit; E. C. Donnelly Jr., presi- 
lent, John Donnelly & Sons, Bos- 
ton; Leonard Dreyfuss, president, 
United Advertising Corporation, 
New York; Frank Dunigan, presi- 
dent, the Brinkman Corporation, 
Fort Wayne, and president Out- 
door Advertising Association of 
America, 

Others are H. L. Eves, manager, 
OAAA war activities department, 


Chicago; K. H. Fulton, president, 
Outdoor Advertising Incorporated, | 
New York; H. E. Fisk, executive 
vice- president, OAAA; Hen R. 
Johnston, president, Hen Johnston, 
Inc., Reading, Pa.; George W. Klei- 
ser, president, Foster & Kleiser, 
San Francisco; B. W. Robbins, 
president, General Outdoor Adver- | 
tising Company, Chicago; Mark | 
Seelen, general art director, Out- 
door Advertising Incorporated, 
New York; George Thompson, 
president, George Thompson & 
Associates, New York; L. W. Tres- 
ter, assistant to the president, 
General Outdoor Advertising Com- 
pany, Washington; J. A. Zimmer, 
president, Central Outdoor Adver- 
tising, Cleveland. 


U. S. Fire Appoints 

The United States Fire Insurance 
Company has appointed Parker- 
Allston Associates, New York, as 
its advertising counsel. National 
magazines and newspapers will be 
used. Raymond D. Parker is the 
account executive. 


Joins Tracy, Kent 

Carle B. Robbins, formerly in 
the advertising division of the 
ppliance and merchandise de- 
partment of General Electric Com- 
pany, has joined the executive 
taff of Tracy, Kent & Co., New 
York, to supervise copy. 


Basford Advances Three 
Rupert Thomas and George 
Sherwin have been named vice- | 
esidents of the G. M. Basford 
Company, New York agency. E. | 
Scott Pattison has been appointed | 
istant to the president. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* *% THE * x 
NEW HAVEN, CONN. 


JOURNAL-COURIER 


Lombard Booklet Issued 


purchasing power and capital. 


Waverly Appoints 


Waverly Laboratories, New 


York, has appointed Badger and| Florida 
|merce and has opened offices as a 


Browning & Hersey, New York, to 


Joins Shredded Wheat 


Lombard Governor Corporation, | 
Ashland, Mass., has published a| 
rating with the war effort by | booklet entitled “We of Lombard,” | manager 
o describing employe policies, safety | 
rules and the story of the relation- | 
ship of production, management, | 


Ralph B. MacMichael has been 
appointed assistant general sales 
of Canadian Shredded 
Wheat Niagara Falls, 


Ont. 


Company, 


| Penney Opens Office 


L. J. Penney has resigned as 
industrial research director of the 
state chamber of com- 


handle advertising for perfumes,| public relations counselor in the 


toilet waters and bath accessories. 


| Professional building, Jacksonville. 


Gets Publicity Award 


37 


received the local station award 
for the most outstanding publicity 


Phyllis R. Doherty, director of|job in the Boston area, given by 
publicity for Station WNAC, Bos-| Billboard, in its annual radio pub- 


| ton, and the Yankee Network, has| licity survey. 


“Radio ang Newspa : 
Spetial Advertising 


per Publishers 
Representative 


Cabot St... Portsmouth, 4. 4M 


TEVENS 


ome off that. high horse, Sir ~ 


ano meet the wife f 


“All fooling aside, Dad, it’s time you found out 


that Jane’s got a lot more on her mind than a perma- 
ment wave and a Lily Daché hat... 

“Take last night—when you were Raymond-Gram- 
Swinging the news over the coffee. You said everything 
but, ‘Don’t-bothgr-your-pretty-little-head-about-it.’ 

“STOP underrating the gals... 


**LOOK around you and see how many of the 
ladies are reading the news—not just ‘home and beauty’ 


pages but the news... 


**‘LISTEN to Jane talking to her friends about 
Jim in New Guinea and Junior’s chances in the postwar 


world*. .. 


“Get the idea, Dad? The news is something that 
steps right up and rings women’s doorbells, like the 
postman with letters from their men overseas—or the 
grocery boy waiting for ration points—or the salvage col- 


lector calling for fats. 


“No wonder I have to out-reach Jane every week 
to get first crack at our copy of TIME! 


“Only old fogies think women are news-illiterates 
...and I won’t admit I’m related to an old fogy.” 


These TIME readers are something special in 
women. Housewives first, 
club women, community leaders—with almost twice as 
much to spend on their homes as the average U. S. 
woman has. They are the Colonel's ladies of the land— 
the kind of women sellers-of-goods-to-women dream 
about; millions and millions of other women follow their 
lead, buy what they buy, think what they think. 

YES—“When trying to sell Miss Judy O’Grady 

It’s wise to start with the Colonel’s lady.” 


* And listen in on the talk at any one of the more than 1500 
women’s clubs, from Maine to California, which now build 


their club programs around the news in TIME! 


they are also college women, 


jails 
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Sullivan Promotes Two | 


Duncan H. Campbell, sales man- | 
ager of Canadian Sullivan Ma- | 
chinery Company, Dundas, Ont., | 
since 1942, has been appointed | 
general manager and director of | 
the company. E. R. Edwards has 
been named eastern manager at 
Montreal. 


LOOK IT UP in 
the MARKET DATA BOOK! 


* 
CONSUMER MARKETS EDITION 


* 
BUSINESS PUBLICATIONS EDITION 


’ 
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Canadian Drug Stores 
Map Postwar Expansion 


The corner drug store will mod- 
ernize, advertise and expand its 
business after the war, according 
to a survey of the Canadian retail 
drug field just completed by the 
postwar research department of 
the MacLean Publishing Company 
Ltd., Toronto. On the basis of 
returns received from 3,956 inde- 
pendent and chain druggists, 
Canadian druggists will spend al- 
most $2,500,000 on premises and 
equipment in the first year of 
peace. 

Of all respondents, 84% indi- 
cated that they plan to buy some 
store equipment. Chief items on 
the shopping lists of all drug 
stores except corporate chains are: 
lighting equipment, mentioned by 
46%; display cases, 42%; flooring 
linoleum, 35%; typewriters, 22%; 
electric signs, 21%. Also in de- 


mand will be store fronts, cash 
registers, soda fountain equipment 
and display stands. 

Corporate chains indicated that 
they plan to buy heating and 
lighting equipment, display cases, 
tables and stands, electric signs, 
cash registers, linoleum flooring 
and plumbing equipment. Thirty- 
five per cent of the druggists plan 
to increase their advertising. 
Seven per cent plan to add more 
stores. 

Other plans include: Develop- 
ment of prescription business; 
more complete stock of present 
lines; modernized premises; train- 
ing more permanent help; syste- 
matic changing of window and 
counter displays every week; bet- 
ter service; more emphasis on 
stationery lines; independent oper- 
ation of drug store and soda foun- 
tain. 

New lines include: Phonograph 
records, other electric appliances 


besides radios, sporting goods, pri- 
vate lines of patent medicines, 
livestock medicines, baby acces- 
sories, cosmetics, gift and leather 
goods, photograph supplies, maga- 
zines, jewelry, soda fountains and 
lunch counters. 

The 3,956 druggists polled 
handled a 1941 sales volume of 
$101,027,400. 


* * * 


Newspaper distribution as a 
large air cargo item is seen as a 
definite possibility by postwar 
fixed base operators, it was dis- 
closed in a recent issue of Avia- 
tion News, McGraw-Hill publica- 
tion. 

“Some feel they will have ad- 
vantages over scheduled carriers,” 
says the magazine, “in that they 
can stand by and take off the min- 
ute the issue is ready. 

“They figure that, starting at 
midnight or around 1 a. m. with 
morning papers, they can put them 
in the hands of distributors in 
time for their usual deliveries at 
points up to 600 miles distant, de- 
pending on the price customers 
are willing to pay for speed. 

“The effect of air transportation 
on newspapers may be far-reach- 
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4 to plant it with a packet of seeds will get only a garden patch... 
fr quantity is needed for complete coverage. 
: a The advertiser who wants to sow the entire aviation field should 
2 look to FLYING. It is the one magazine in the industry with the 
Z coverage, nearly a quarter million ABC, to assure him a full share 


The aviation industry is a big field. The advertiser who goes out 


of present and future sales crops. Production, commercial, mil- 


itary, industriai —all these specializations with- 


in the aviation industry present fertile 
ground for your sales message. All are 
covered by FLYING’S comprehen- 


sive circulation. 


Ask a FLYING representative 
for full details. 


att ead 


Advertising Age, July 10, 194 


ing. Delivery of city dailies at 
long radius might work a seve; 
hardship on smaller local dailie 
It is conceivable future low-co 
delivery over night might enab| 
a half-dozen big dailies with sy 
perior services to reach all popu 
lous centers of the nation.” 
* * * 


Items mentioned in a postwa 
planning digest compiled by tl 
National Research Bureau for Va 
Sant, Dugdale & Co., Baltimor 
include: plastic record envelop, 
that are flame, moisture and oi 
proof, to keep blueprints and fa 
tory and office forms clean a 
visible at all times; perfection 
a process of recovery of paint fro 
paint-laden mists formerly wast« 
beautiful fabrics made from plas- 
tics; synthetic products of trans- 
muted wood, stronger than sone 
steel and harder than ebony; lint 
free fabric; portable germ-killiig 
air conditioners; an electronic hand 
tool that “spot-glues” wood with 
“radio-nails”; thermoplastic fiber 
wearing apparel to be used onc 
and reclaimed rather than washed 
or cleaned; and paint brushes 
made of rayon. 

* ok Bo 


A resourceful Brooklyn hard- 
ware merchant, R. J. Atkinson, is 
reported,.to be the originator of a 
customer loyalty insurance plan. 
Mr. Atkinson has set up a post- 
office-like desk on his sales floor, 
at which customers are invited to 
check a special list of needs from 
30 basic items, including alumi- 
num cooking utensils and washing 
machines, home-shop drill presses, 
saws and lathes. 

Whenever these products be- 
come available, customers will be 
notified and given first oppor- 
tunity to buy. Recently, when 
new victory model carpet sweep- 
ers were released, each of 15 out 
of 17 customers who had checked 
this item bought one. 

a * oe 


Reconversion offers no problem 
to the paint industry, the postwar 
planning committee of the Na- 


tional Paint, Varnish and Lacquer | 


Association reveals in a _ bulletin 
just issued. “We will not be de- 
layed by the necessity for re-tool- 
ing when the green light flashes 
n,”’ the bulletin points out. ‘Any 
lag will be occasioned by (1) 
Lack of raw materials or contain- 
ers; (2) Slowness of our biggest 
customers in getting started; (3) 
Our own lack of energy in pro- 
moting the sales of our products. 

In a comparison of their indus- 
try to construction industry sta- 
tistics of the past, projecting the 
same relative percentages against 
the predictions for the future, the 
paint industry aim of 44% gain 
over 1944 is thought to be a con- 
servative estimate, with other 
authorities predicting as much ; 
a 70% advance. 

* *  & 


Members of the National A 
sociation of Cost Accountants, 
their recent conference in Chicago 
were warned to start planning fo: 
the reconversion period and the 
competition that will follow. 

Robert N. Wallis, assistant trea-- 
urer, Dennison Mfg. Compa: 
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; at > = . . 
evel mingham, Mass., -— In the! Goldman Co. Named Byrne to John Meck ANPA Adds Four Pool Plumbing Buying 
se eo oat te 06 entied oon Sandeff Mfg. Company, Phila~| Harry T. Byrne, formerly an| flection of four daily newspa-| National Supply Association of 
ee be i 4 oods than ever be-|4¢!phia, has appointed I. A. Gold-| executive in sales promotion and pers to membership in the Ameri- | America, group comprising inde- 
nab = Boni. rices than ever be-|™@n & Co., Baltimore, to handle |advertising with the Majestic/c¢an Newspaper Publishers Asso- | pendent plumbing and _ heating 
h su eat * lo oe more labor at advertising of its Lake Placid|Radio & Television Corporation, | cjation during June brings total|supply dealers, has formed Na- 
popu G, pre “4 than ever before. It|SPOrtswear. Trade publications,|has been appointed advertising | AnpA membership to 674. June/tional Distributors, Inc., to func- 
fas ae to the cost accountant | ™@tional magazines and direct mail|and sales promotion manager Of|members are: Rocky Mountain|tion as a buying office for inter- 
‘, show he this paradox can be will be used. the John Meck Industries, Ply-| News, Denver; Sun Tropics, Miami|ested members and to distribute 
stwa ‘omplished.” , a mouth, Ind. Beach, Fla.; Forth Worth Press|trademarked products of the 
sh ‘ EN Two Name Houck ' . —a ee and Houston Press. NSAA. 
ae J. S. Lines Starts Lynchburg Foundry Company, | Milani to Kalom | a 
Lynchburg and Radford, Va., and| Louis Milani Foods, icago, 
“ge ms : F ne Lindsey-Robinson & Co., Roanoke,|has appointed the Kalom Piers GIBBONS KNOWS CANADA 
! have appointed Houck & Co.,|pany, Chicago, to handle its trade aovertising J.J. GIBBONS LTD. mencnanoisine 
: in . ostwar oreign Roanoke, to handle their advertis- gga Sct outdoor and newspa- a — ER ore SEET seacuicn "GEMEG. «ic 
, A F - . . . 7e ti i cam ai n. TORONTO TREAL, ' ° Ss ° t i VANCO,. + 
on Trade Campaign ing per advertising paig 
TO 
aste New York, July 5.—In a cam-| 
plas- paign to appear in newspapers in | 
trans- 25 cities and a selected list of mag- - ' 
$0? wines, starting this month, the : ; 
y;_ lint United States Lines is emphasizing 
killing the necessity for “a healthy for- ' 
»hand |§ eign trade” after the war and 
} with points out that at least 5,000,000 
fiber postwar jobs will depend on for- | 
L on eign trade. { 
sashed The first copy, quoting Eric 
rushes Johnston, president of the U. S. 
t + oe; 
hard- 
son, ' 
r of a Eric Johnston f 
pla: —-Seasan i 
post- explains why | 
floo: ; 
ted to 5,000,000 Post-War Jobs 
; from 
alumi- ; 
ashing = 
resses = J 
s_ be- E 
vill be 
»ppor- 
when 
weep- , 
15 out > iO ey 
1ecked at 
nad United States Lines 
-oblem [Eeareteste ss ; F 
ostwar * r 
e Na- Chamber of Commerce, who has : 
acquer |} recently been in Russia, states that ‘ 
ulletin the Department of Commerce ; 
be de- estimates that jobs for 55,000,000 F 
e-tool- people must be provided if we are F 
flashes to have full employment after the 
“Any war and that we must look to our 
y (1) export and import business to sup- SI 
yntain- ply approximately 10% of those s 
biggest jobs. . 
d; (3) The copy, which will appear in = 
nN pro- 1,000-line newspaper space, ex-| SI 
oducts. plains further that “we must take < 
indus- steps to make sure that we are “ 
y sta- not left behind in postwar compe- . 
ng the tition for world trade” and “to 2 
against protect the billions we have in- By 
re, the vested in merchant ships.” S 
® gain SS ae > 
a Con- CI] 
other §| Beaver Promotes Chales we < 
uch as Paul E. Chales, formerly sales > 
manager of Beaver Products Com- ~ 
pany, Montreal, manufacturer of " 
al As- shoe polish and floor wax, has , 
nts, ot | been appointed director in charge S 
“hicago | Of sales. a 
ing fo —_——_——— m 
‘ “e | Cowan Is General Mar. * s 
. treas- C. P. Cowan, vice-president of SI 
mpany, § Building Products, Montreal, has Dear Folks -- You oughta see the mail my Neighbor Lady gets! Last < 
- see aieenney es See | year 80,123, and more'n 3,000 a week so far this year. Real "money 5 
mail", too, with cash for everything from brooder-houses to hosiery. 5 
| : < 
If it? | This year, just thru' April, she's sold 20,046 pairs of stockings, < 
alla 8,456 packages of deodorant, 7,900 packages of breakfast food, 3,863 5 
A TEST | packs of stationery. The same flour's participatin' for the third =“ 
year. For a washin' powder, she got distribution in the whole WNAX 5 
five-state market, all by herself. A seasonal advertiser uses her 
you want... all-year to insure bein' on her program at his peak season. 5 
TAKE Mark my word, the WNAX Neighbor Lady will get more'n 150,000 
y & Jy < S 
pieces of mail this year. She's doin' a mighty low-cost sellin! job. 2} 
NEW HAVEN Betcha she can do it for you. ° @ America’s a 
Yours truly, G5 GQ Qe TALLEST | 
The Register is rated* the . Radio Tower 
7th test market in the U. S. 
—2nd in New England. With halal = : 
a minimum cost you reach | ¢ ae 7 
ton ond wbvrter rors | Te). The Biltion Dollar Market” 
tion. hs ., Fite © 
“Independent Survey of Providence Bulletin g on the dial ; EN \ 


A Cowles Station * Affiliated with Columbia * Represented by the Katz Agency 
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L. A. Reps Organize 

Karl J. Shull, Los Angeles man- 
ager of Paul Block & Associates, 
and Maurice W. Heaton, vice- 
president and Los Angeles man- 
ager of Williams, Lawrence & 
Cresmer, have been elected presi- 
dent and vice-president, respec- 
tively, of the Los Angeles News- 
paper Representatives Association, 
group newly-formed with the pos- 
sibility of becoming the southern 
California chapter of the American 
Association of Newspaper Repre- 
sentatives. 


BURTON 


Front Page Color 
Photos Possible 
with Ansco Film 


Binghamton, N. Y., July 5.— 
Ansco division of General Aniline 
& Film Corporation has announced 
the availability in the New York 
metropolitan area of its new 16 
mm. color film for movies and 
sheet film with 125-line advertise- 
ments in eight New York daily 
newspapers. Distribution to other 
parts of the country will be ex- 
panded as rapidly as_ possible, 
Ansco reports, but the next mar- 
ket it will enter has not yet been 
revealed. 

Hitherto available only to the 
armed forces and war industries, 
the color film requires 90 minutes 
of processing, only 15 minutes of 
which is spent in total darkness— 
a tremendous speed advantage 
already used by press associations 
in covering Allied battle fronts. 
Photographic correspondents can 
clear their films through the cen- 
sor by putting them through the 
first darkroom step, having them 
censored and then sending them 


|directly to home offices for re-| 


| maining white light processing | 


steps. 

The film also opens the possi- | 
bility of front page color photog- | 
raphy coverage of important news | 
breaks within 24 hours of their oc- | 
currence when newspapers are 
able to secure adequate stock. Ac- | 
cording to Harrison Echols, gen- 
eral manager of Ansco, the greater | 
percentage of Ansco’s film produc- | 
tion, both black-and-white and| 
color, will continue to go to the | 
gov ernment, and the company’s 
camera plant is devoted entirely | 
to the ‘manufacture of precision | 
instruments for the Army and 
Navy. 

Young & Rubicam, New York, is 
the agency. 


Six Join AFA 


Advertising Federation of Amer- 
ica has elected the following to 
membership: Nehi Corporation, 
Columbus, Ga.; William R. Warner 
& Co., New York; Station WDGY, 
Minneapolis; the Roland G. E. Ull- 
man Organization, Philadelphia; 
News - Journal Corporation, Day- 
tona Beach, Fla., and Pollyea Ad- 
vertising, Terre Haute, Ind. 


hive in The Southern Stat 


“The youth of a Nation” 
the Trustees of Posterity”. 


said Disraeli, “are 
4-H Club members are alert and eager young 
trustees of the future of the great American 
industry of farming. Engaged in agriculture 
now, they are agriculture of tomorrow. 


The Farm South has more 4-H Club members 
than all the rest of the United States. That 
speaks volumes for the future of Southern 
farming . . . and, just as emphatically, it as- 
sures the vitality of the Farm South Market 
which Southern Agriculturist covers so effce- 
tively. 


Is read by 2 out 

of every 5 white 

farm families in 
the South. 


i 


NASHVILLE @ ATLANTA @ 


SOUTH 


FIGRICULTU 
‘lll te 


75 years old, Southern Agriculturist is as alert, 
as forward looking, in its viewpoints and ob- 
jectives as the thousands of 4-H members who 
read it every month. It is an excellent channel 
through which your advertising can reach the 


leading Southern farmers of today . and 
tomorrow. 

1943 4-H CLUB ENROLLMENT 
Total South (14 States)....... 1,015,198 62.5% |. 
Balance of U.S......... 608,853 37.5% | 
CU SS ee 1,624,051 100% 
Source: Extension Service, U. S. Dept. of Agriculture 
Field Studies and Training, June 1944 
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LOS ANGELES @ NEW YORK @ CHICAGO ®@ _ DETROIT 
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Current Network Hooperatings 


Evening Program Audiences 
MOST LISTENERS PER SET: 


Program Total Sponsor 
| 1. Great Gildersleeve 3.08 Kraft Cheese 
2. Bob Crosby 2.85 P. Lorillard 
3. Radio Reader’s Digest 2.84 Campbell Soup 


| Most Men: 
Most Women: 
Most Children: 


Gabriel Heatter, with 1.07 (Barbasol Co.) 
Your Hit Parade with 1.57 (American Tobacco) 
Lone Ranger, with 0.97 (General Mills) 
MOST SETS IN USE: 
1. Monday, 9:30-0:45 p.mn., DWT. 65 is ets sas nese ess neeeas 36.4 


Programs: Fifth War Loan Drive—Special Event 
Information Please (H. J. Heinz Co.) 
OD, "PuOeeay: S24 Ga) i ee ae a cies ee ae to OO as 34.! 
Programs: Spotlight Bands (Coca-Cola) 
Raymond Massey (Schenley Laboratories) 
Fibber McGee (S. C. Johnson Co.) 
S. Tusoday, 0:00-0:06 raiag TED. oon icc caddie sine cieescvcens ent 


Programs: Spotlight Bands (Coca-Cola) 


Raymond Massey (Schenley Laboratories) 
Fibber McGee (S. C. Johnson Co.) 


HIGHEST SPONSOR IDENTIFICATION: 
Radio Theater, with 89.2. Correct Product, 89.0 (Lever Bros.) 


FIRST FIFTEEN EVENING PROGRAMS: 


Program Sponsor Product Net- Rat 
Fibber McGee & Molly S. C. Johnson Co, work ing 
Davis with Haley National Dairy Sealtest ; NBC 24.8 
Radio Theater Lever Bros. Lux Soap & Flakes NB¢ : 17.7 
Screen Guild Lady Esther CBS 17.6 
Charlotte Greenwood Pepsodent CBS 16.6 
Mr. District Attorney Bristol-Myers Vitalis-Ingram NBC 16.0 
Frank Morgan-Fanny General Foods Maxwell House Coffee NBC 15. 

Brice 


Kraft Cheese Co. Various Products 
Kversharp 
Jergens Co. 


Bing Crosby 
Take It or Leave It 


Walter Winchell Jergens Lotion 


N 1 

N 15. 
CB 15.0 
The Aldrich Family General Foods a Blue 14.8 
Kay Kyser (1st % hr) American Tobacco Lucky Strikes N Bt 14.7 
Eddie Cantor Bristol-Myers i ana, Sal-Hepatica NBC 13.8 
Hildegarde B& W Tobacco taleigh ; N BC 13.2 
Kay Kyser (2d % hr) American Tobacco i ucky Strikes sh. ( 1 
a : * 2 4) 


Joins United Air Lines joined United Air Lines as pro- 
Norma E. Craig, formerly with | motional advertising representa- 
Shulton, Inc., New York, has| tive. 


You can’t dominate the South Bend area by rem 
control. South Bend isn’t in Chicago and can’t be covered by us 
a Chicago station! In addition to South Bend’s own 112,000 pop: 
tion, WSBT reaches 27 Indiana and Michigan counties having 
towns of more than 2,500 population, with a total of 243,640 ra 
homes. WSBT, an affiliate of the Columbia network, simply do 
nates the area...and this market is a rich one! Its war workers hi: 
money now and by exceeding every war bond quota since Pearl H 
bor are building a reservoir y post- war buying. Cover South Be 
and the South Bend area with its 22-year old station — WSB!1 
1,000 watts at 960. 


PAUL H. RAYMER CO. 


National Representatives 


COLUMBIA NETWORK 
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e = . some 125 items previously carried, | im yer Publishers Association, annual | 
Sorry It Ss Not | but not —_ isan. because of | Pi caudate Arlington Hotel, Hot | any a Manager ; 
¥ - ‘ # | war priority or shortage. — Springs rk. xerald J. Disney, formerly an 
Available P Sears | a os — advertising salesman on the Jour- 
7 < C R 5 . . . nal-American, Rochester, N. Y., 
Catalog Refrain Hayward Review | Considers Radio Council has been named advertising man- 
ou ; Returns to Daily : , | Establishment of a Council on| ager of the Cleveland News 
. Chicago, July 5. — Reflecting ; | July 10-11. Life Insurance Ad-| Radio Journalism, permanent 
Up effect of sudden _ shortages, The Hayward Review, Hayward, | vertisers Association, North Cen-| group to formulate standards and 
ting of unavailable merchandise Cal., published semi-weekly since | tral roundtable, Edgewater Beach | install full-time radio journalism | THEY GET 
.s conspicuous in the Sears, Roe- | the start of the war, has returned | Hotel, Chicago. |courses in schools and colleges, is 
ick & Co. 1944-45 fall and winter to a daily publication of standard July 21-22, Carolinas’ Advertis-| being considered by the radio in- 7-BILLION 
talog, Frag Me A pai ~~: size and carrying United Press ing Executives Association, sum-_| dustry, including the National 
7 ‘oximately 7, r catalogs will| wire service. mer meeting, Greenville, S. C. |Association of Broadcasters and) 
36.4 sent out, covering “every The paper was recently pur- Aug. on_ni. Stadion! ia. | various college organizations, as| FROM A FEW MILLIONS 
yunty in the nation.” chased by Glen Wright, general! tion of Broadcasters, annual con- | @ result of a meeting of the SYOUPS | They get it from a market many of thelr 
Issued three weeks early this} manager, and Dan Beebe, Oroville, | vention, Palmer House, Chicago. (in Chicago recently. | big competitors have overiooked. Per 
34 | ont Sa iene Ga et Cal., newspaper publisher. ~~ 18-20. National Publish- | eae haps, you, too, are overlooking the 7-bil- 
—_ ire ready —— (ers Association, annual meeting, . | lion dollars spent yearly by American 
in freight car space, the new cata- Heads Engine Compan |'Shawnee Inn, axenes-oantinie: Appoints Kalom Co. Negroes. So Fad a sd pe Bin in 
OBS have 168 fewer pages and are Pp 7 | ware, Pa. Kalom Company, Chicago, has! Negro field are reaching biggest markets 
1.2 ounces lighter than those of| Russell V. Allman, president of| Sept. 22-23. National Industrial! been named to handle advertising | at littlest costs. Write today to Inter- - 
re the same season last year. The| Allman, Moreland & Co., Detroit) Advertisers Association, annual) for Boris Smoler & Sons, Chicago, | state United Newspapers, Inc., 545 Fifth amis 
34. 1944-45 fall and winter book has | investment broker, has been|conference, Edgewater Beach|women’s apparel manufacturer. | Avenue, New York 17, New York and be i 
1,060 pages and weighs 60 ounces. elected president of the Novo En-| Hotel, Chicago. Trade publications and newspap- | ready for some startling, profit-revealing hy 
) Smaller type sizes have been used | gine Company, Lansing, Mich. Sept. 25-27. Southern Newspa-!ers will be used. facts ie 
to conserve paper, more 1-color . = 
rotogravure pages are used and 


no pages contain 3- or 4-color 
rotogravure. nrintina 


Grito for Mew Subscription 


17 

te Advertising Age: Please enter my | is So ew an 

3.7 bs ill for $2.00. 3 ; 

..,_ [psubscription for one year and send me a bill for $ | TO THE AGENCY EXECUTIVE 

15.1 ie . ag / 

15.0 Name Title A rm : “ere , ; 

14.8 a ° 

SH company WHO RECOGNIZES FASHION AS A 

rz, : z F pe 

i . pipe ae 
— Address ¢: 

pro- 
enta-  § City and State 


MAJOR OPERATION 
a 


| 


v day MON 
In contrast to past years, when 

\ =» the catalog cover portrayed a 
pretty girl, the ’44-’45 book pre- | 

sents a reproduction of George | 


roc publishers of the industry's only daily newspaper. 
Inness painting, ‘Peace and | ; ‘ : 


Plenty.” 

Enlarged sections in this sea- 
son’s edition include that for syn- 
thetic rubber auto tires, available | 
with ration certificates, and the 
book and magazine section. The’ 
People’s Book Club is represented | 
in four full-color pages, with cur- 
rent listings of best sellers for | 
sale at reduced rates. The farm | 
department shows some increase | 
in the number of items available 


for use as farm equipment. | 

Experiments being tested in the 
latest Sears catalog are the offer- 
ing of 12 framed, color reproduc- 
tions of paintings by recognized | 
modern artists. 

The issue carries a page listing | 


OPPORTUNITY 
for 
ADVERTISING MANAGER 


Prominent Cleveland 
Manufacturer with na- 
tional distribution and 
national advertising, 
needs Advertising Man- 


A STRIKING example of the importance of 
fashion merchandise in the retailer’s eye is 
this: Of the 132,000,000 lines of newspaper ad- 
vertising used each year by 15 New York depart- 
ment stores, some 43.7% is devoted to fashion 


merchandise. 


Similarly, of the 892 store windows in the New 
York Metropolitan District alone, the majority are 


devoted to fashion merchandise. 


And yet the textiles and apparel industries, where 
this fashion merchandise originates, spend only 
one-eighth as much in trade and consumer adver- 
tising as the food industry, the only one that out- 


ranks textiles and apparel in dollar volume. 


The potential in Fashion will appeal to any agency 
wanting profitable postwar accounts where 
now, as never before, Fashion manufacturers real- 


ize that they need the specialized help that adver- 


tising agencies can give them. The recent awaken- 


Although a number of top-ranking agencies have 


long served big Fashion accounts, and we applaud 


their vision, the percentage of agencies in this field 


is far below that of those serving other industries 


doing much less dollar volume. 


These agencies recognize the fi 


step in gaining both trade and 


act that the first 


consumer accept- 


ance of fashion merchandise is intensive cultivation 


of the department stores and specialty shops of the 


country, whose tremendous promotional power 


may thus be generated on behalf of Fashions. 


Post-war competitive conditions will make it almost 


mandatory for many Fashion 


manufacturers to 


broaden their advertising. Why not start now help- 


ing a group of manufacturers in the Fashion field 


lay plans for their transition and 


ment? 


post-wal develop- 


ager. Emphasis on or- 
rem: te Samising _ — ing to the needs of agency-directed advertising in 
istrative ability rather 
by usi ig i, eT , ; 
thee than copy writing. the Fashion field is more pronounced than at any ; PUBLISHER 
j _ . 
ving »° Please make application time we can remember in our thirty-two years as 
10 rac ° complete in first letter, 
ly dot giving education, expe- 
ers hi rience, age, draft status, 
carl H salary bracket, photo- 9 > * 
th Be graph and further de- Aj | 
VSBT tails you wish to send. 
No interviews granted 


until after application 
letter has been received. 
Replies held. strictly 
confidential. 


\DDRESSOGRAPH -MULTIGPAPH 
Corporation 


2700 Terminal Tower 
Cleveland 13, Ohio 


THE RETAILER'S NATIONAL NEWSPAPER 


Fairchild Publications 


WOMEN’S WEAR DAILY © DAILY NEWS RECORD + RETAILING HOME FURNISHINGS 


* MEN'S WEAR * CHICAGO APPAREL GAZETTE + 


FAIRCHILD’S TaADL DIRECTCUIES 
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L. A. Reps Organize 


BURTON 


Front Page Color 


ve f jlock & A t - 
. vos tee 8 ’ Photos Possible 
: Ang man- . - 
— e iiwrence & With Ansco Film 
‘ : e t | nre - 
. e-pre a ‘ re 1 cul Binghamton, N. Y., July 5. 
‘ : . Angeles News- | 4msco division of General Aniline 
, er Renrea tive " tion. & Film Corporation has announced 
x P formed the pos- the availability in the New York 
{ becoming the southern | ™etropolitan area of its new 16 
alifornia chapter of the American| ™m. color film for movies and 
A ition of Newspaper Repre-_ sheet film with 125-line advertise- 
ntative ments in eight New York daily | 


newspapers 


panded as rapidly as_ possible, 
Ansco reports, but the next mar- 
ket it will enter has not yet been 
revealed. 

Hitherto available only to the 
armed forces and war industries, 
the color film requires 90 minutes 
of processing, only 15 minutes of 


which is spent in total darkness— | 
advantage 


a tremendous’ speed 
| already used by press associations 
|}in covering Allied battle fronts. 
| Photographic correspondents can 

clear their films through the cen- 

sor by putting them through the 
first darkroom step, having them 
censored and then sending them 


Distribution to other | 
parts of the country will be ex-| 


offices for re- 


directly to home 
I light processing 


1ing white 


film also opens the 
bility of front page color photog- 
raphy coverage of important news 
breaks within 24 hours of their oc- 
currence when newspapers are 
able to secure adequate stock. Ac- 
cording to Harrison Echols, gen- 
eral manager of Ansco, the greater 
percentage of Ansco’s film produc- 


possli- 


tion, both black-and-white and 
color, will continue to go to the 
government, and the company’s 


camera plant is devoted entirely 
to the manufacture of precision 
instruments for the Army and 
Navy. 


Young & Rubicam, New York, is | 


the agency. 


Six Join AFA 

Advertising Federation of Amer- 
ica has elected the following to 
membership: Nehi Corporation, 
Columbus, Ga.; William R. Warner 
& Co., New York; Station WDGY, 
Minneapolis; the Roland G. E. Ull- 
man Organization, Philadelphia; 
News - Journal Corporation, Day- 
tona Beach, Fla., and Pollyea Ad- 
vertising, Terre Haute, Ind. 


REIT Rr 


OUTH ; 


“The youth of a Nation” said Disraeli, “are 
the Trustees of Posterity”. 


t+-H Club members are alert and eager young 
trustees of the future of the great American 
industry of farming. Engaged in agriculture 


now, they are agriculture of tomorrow. 


The Farm South has more 4-H Club members 
than all the rest of the United States. That 
speaks volumes for the future of Southern 
farming . .. and, just as emphatically, it as- 
sures the vitality of the Farm South Market 
which Southern Agriculturist covers so effee- 


tively. 


SOUT 


onIGu 


75 years old, Southern Agriculturist is as alert, 
as forward looking, in its viewpoints and ob- 
jectives as the thousands of 4-H members who 
read it every month. It is an excellent channel 


through which your advertising can reach the 
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Current Network Hooperatings 


Evening Program Audiences 
MOST LISTENERS PER SET: 


Program Total _ Sponsor 
1. Great Gildersleeve 3.08 Kraft ¢ heese 
2 Bob Crosby 2.85 P Lorillard 
3. Radio Reader’s Digest 2.84 7 Campbell Sou 
Most Men: Gabriel Heatter, with 1 07 (Barbasol ¢ 0.) 
Most Women: Your Hit Parade with 1 57 (Amé rican Tobacco) 
Most Children: Lone Ranger, with 0.97 (General Mills) 
MOST SETS IN USE: 
1. Monday, 9:30-9:45 p.m., EWT.. . ; 36 
Programs: Fifth War Loan Drive Special Event 
Information Please (H. J. Heinz Co.) 
2. Tuesday, 9:45-10 p.m., EWT..........----- 34 
Programs: Spotlight Bands (Coca-Cola) 
Raymond Massey (Schenley Laboratories ) 
Fibber McGee (S. C. Johnson Co.) 
| 34 


Radio 7 


Progrt 
Fibber J) 
Davis W 
Radio T 


Screen C€ 


A 

ioe: 
A 
< 


Hildega 
Kay Ky 


Norm 
| Shultor 


| Joins 
| 


leading Southern farmers of today . and 
tomorrow. 
1943 4-H CLUB ENROLLMENT 
Total South (14 States) 1,015,198 62.5%, 
Balance of U. S. 608,853 37.5% 
Total U. S. 1,624,051 100%, 
Source: Extension Service, U. S$. Dept. of Agriculture 
Field Studies and Training, June 1944 


$3. Tuesday, 9:30-9:45 p.m., EWT.... 0s. cc ccs essences: 
Programs: 


Spotlight Bands (Coca-Cola) 
Raymond Massey (Schenley Laboratories) 
Fibber McGee (S. C. Johnson Cc.) 


HIGHEST SPONSOR IDENTIFICATION: 


™» 


No 
Postage Stamp 
Necessa’ 


ry 
If Mailed in the 
United States 
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TURIST 


o Is read by 2 out (| Me 
, of every 5 white 
farm families in 
‘ the South. 


‘ 


NASHVILLE @ ATLANTA @ 


LOS ANGELES 


You can’t dominate the South Bend area by rem 


control. South Bend isn’t in Chicago and can’t be covered by usi ¢ 
a Chicago station! In addition to South Bend’s own 112,000 pop: 
tion, WSBT reaches 27 Indiana and Michigan counties having 


towns of more than 2,500 population, with a total of 243,640 ra 
homes. WSBT, an affiliate of the Columbia network, simply dot 
nates the area...and this market is a rich one! Its war workers ha 
money now and by exceeding every war bond quota since Pearl H 
bor are building a reservoir for post-war buying. Cover South Bb 


and 


the South Bend area with its 22-year old station 


1.000 watts at 960. 


PAUL H. RAYMER CO. 


i 


@ NEW YORK @ CHICAGO @ _ DETROIT 


National Representatives 


— WSBT 


COLUMBIA NETWORK 


i 


C¢ 
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orry—lIt's Not 
/ vailable’, Sears’ 
( atalog Refrain 


hicago, July 5 Reflecting 
effect of sudden. shortage 
ng of unavailable merchandise 
conspicuous in the Sears, Roe- 
: & Co. 1944-45 fall and winter 
ilog, issued last week. Ap- 
ximately 7,000,000 catalogs will 
sent out, covering “every 
inty in the nation.” 
sued three weeks early this 
and shipped each day as they 
ready to reduce the demand 
freight car space, the new cata- 
; have 168 fewer pages and are 
2 ounces lighter than those of 
same season last year. The 
144-45 fall and winter book has 
160 pages and weighs 60 ounces. 
1aller type sizes have been used 
conserve paper, more 1l-color 
togravure pages are used and 
pages contain 3- or 4-color 
)togravure printing. 


The 13-page color illustrated 


‘Hayward Review’ 
Returns to Daily 


The Hayward Review, Hayward, 
Cal., published semi-weekly since 
the start of the war, has returned 
to a daily publication of standard 
size and carrying United Press 
wire service. 

The paper was recently pur- 
chased by Glen Wright, general 


manager, and Dan Beebe, Oroville, | 


Cal., newspaper publisher. 


Heads Engine Company 
Russell V. Allman, president of 
Allman, Moreland & Co., Detroit 
investment broker, has been 
elected president of the Novo En- 
gine Company, Lansing, Mich. 


Ny a 
eee 


7 


July 10-11 


Life Insurance Ad- 
vertisers Association, North Cen- 
tral roundtable, Edgewater Beach 
Hotel, Chicago. 

July 21-22, Carolinas’ Advertis- 
ing Executives Association, sum- 
mer meeting, Greenville, S. C. 


Aug. 28-31. National Associa- 
tion of Broadcasters, annual con- 
vention, Palmer House, Chicago. 

Sept. 18-20. 
ers Association, annual meeting, 


ware, Pa. 
Sept. 22-23. 


Advertisers Association, annual 
conference, Edgewater Beach 


Hotel, Chicago. 


Sept. 25-27. Southern Newspa- 


National Publish- | 
Appoints Kalom Co. 


Shawnee Inn, Shawnee-on-Dela- 


National Industrial | 


per Publishers Association, annual 
convention, Arlington Hotel, Hot 
Springs, Ark. 


Considers Radio Council 

Establishment of a Council on 
Radio Journalism, permanent 
group to formulate standards and 
install full-time radio journalism 
courses in schools and colleges, is 
being considered by the radio in- 
dustry, including the National 
Association of Broadcasters and 
various college organizations, as 
a result of a meeting of the groups 
in Chicago recently. 


Kalom Company, Chicago, has 
been named to handle advertising 
for Boris Smoler & Sons, Chicago, 
women’s apparel manufacturer. 
Trade publications and newspap- 
ers will be used. 


41 
Named Ad Manager 


Gerald J. Disney, formerly an 
advertising salesman on the Jour- 
nal-American, Rochester, N. Y., 
has been named advertising man- 
ager of the Cleveland News. 


THEY GET 


7-BILLION 


FROM A FEW MILLIONS 


They get it from a market many of thelr 


big competitors have overiooked. Per 


haps, you, too, are overlooking the 7-bil- 
lion dollars spent yearly by American 
Negroes. So find out how advertisers in 
Negro field are reaching biggest markets 
at littlest costs. Write today to Inter- 
state United Newspapers, Inc., 545 Fifth 
Avenue, New York 17, New York and be 
ready for some startling, profit-revealing 
facts. 


ection, devoted to damasks, yard | 


goods, couch covers and cotton | 


vedspreads, is a notable example 
f the impact of last minute short- 
ages. In addition, it is said that 
pages and sometimes entire forms 
had been dropped because of un- 
i\vailability of merchandise. Pre- 


ceding the yard goods section is| 
“Sorry— | 


an insert to the effect: 
this merchandise is not available. 
Watch our future catalogs for this 
merchandise. It will be available 
again very soon.” 


Apparel Featured 


A large section, as in previous | 
years, is devoted to women’s and | 


girls’ apparel and cosmetics, and 
to children’s apparel, bath goods 
and furnishings, but some of these 
items, according to another in- 


sert, will be ‘“‘available only after 


July 20.” 

In contrast to past years, when 
the catalog cover portrayed a 
pretty girl, the °44-’45 book pre- 
sents a reproduction of George 
Inness’ painting, 
Plenty.” 

Enlarged sections in this sea- 
son’s edition include that for syn- 
thetic rubber auto tires, available 
with ration certificates, and the 
book and magazine section. The 
People’s Book Club is represented 
in four full-color pages, with cur- 
rent listings of best sellers for 
sale at reduced rates. The farm 
department shows some increase 
in the number of items available 
for use as farm equipment. 

Experiments being tested in the 
latest Sears catalog are the offer- 


“Peace and| 


ing of 12 framed, color reproduc- | 


tions of paintings by recognized 
modern artists. 
The issue carries a page listing 


OPPORTUNITY 
for 
ADVERTISING MANAGER 


Prominent Cleveland 
Manufacturer with na- 
tional distribution and 
national advertising. 
needs Advertising Man- 
ager. Emphasis on or- 
ganizing and  admin- 
istrative ability rather 
than copy writing. 


Please make application 
complete in first letter, 
giving education, expe- 
rience, age, draft status, 
salary bracket, photo- 
graph and further de- 
tails you wish to send. 
No interviews granted 
until after application 
letter has been received. 
Replies held strictly 
confidential. 


_ADDRESSOGRAPH -MULTIGPAPH 
| Corporation 


2700 Terminal Tower 
Cleveland 13, Ohio 


A 


TO THE AGENCY EXECUTIVE 
_ WHO RECOGNIZES FASHION AS A 


oa 


STRIKING example of the importance of 


fashion merchandise in the retailer’s eye is 


this: Of the 132,000,000 lines of newspaper ad- 


Pe 


MAJOR OPERATION 


oe 


publishers of the industry's only daily newspaper. 


Although a number of top-ranking agencies have 


WOMEN'S WEAR DAILY * 


vertising used each year by 15 New York depart- 
ment stores, some 43.7°% is devoted to fashion 


merchandise. 


Similarly, of the 892 store windows in the New 
York Metropolitan District alone, the majority are 


devoted to fashion merchandise. 


And yet the textiles and apparel industries, where 
this fashion merchandise originates, spend only 
one-eighth as much in trade and consumer adver- 
tising as the food industry, the only one that out- 


ranks textiles and apparel in dollar volume. 


The potential in Fashion will appeal to any agency 
wanting profitable postwar accounts where 
now, as never before, Fashion manufacturers real- 
ize that they need the specialized help that adver- 
tising agencies can give them. The recent awaken- 
ing to the needs of agency-directed advertising in 
the Fashion field is more pronounced than at any 


time we can remember in our thirty-two vears as 


Women's Wear 


THE RETAILER'S NATIONAL 


long served big Fashion accounts, and we applaud 
their vision, the percentage of agencies in this field 
is far below that of those serving other industries 


doing much less dollar volume. 


These agencies recognize the fact that the first 
step in gaining both trade and consumer accept- 
ance of fashion merchandise is intensive cultivation 
of the department stores and specialty shops of the 
tremendous promotional 


country, whose power 


may thus be generated on behalf of Fashions. 


Post-war competitive conditions will make it almost 
mandatory for many Fashion manufacturers to 
broaden their advertising. Why not start now help- 


ing a group of manufacturers in the Fashion field 


lay plans for their transition and post-war develop- 


LW fe 
Daily 


NEWSPAPER 


ment? 


Fatrchild Publications 


MEN'S WEAR + CHICAGO APPAREL GAZETTE © FAIRCHILD'S TaADL DIRECTCHIES 


DAILY NEWS RECORD «+ 


RETAILING HOME FURNISHINGS 
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Packard Joins Agency WIND to Chicago 


S. S. Packard, formerly adver-| FCC approval has been given 


Henry Ford II Elected 


neering Service, Detroit, has joined poration, operator of Station|a vice-president of Ford Motor 
Florez, Phillips & Clark, Inc., De-| WIND, Gary, Ind., to change its | Company of Canada, of which he 
troit, as an account executive. |main studio location to Chicago.|is also a director. 


oor? 90000000 0000099999 9PC OSG CG06 Pee, 
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“You, too, can learn to * 


i throw your voice... } 
‘ 
% 


We're not advertising are doing that very thing 


a course in ventriloquism. over WENR. They’ve learned 


We mean that by having an that WENR is not merely 


announcer on your radio pro- a ‘“‘Chicago Station”’ but a sta- 


gram step to WENR you can tion reaching over 13,000,000 


throw the voice of your com- Americans—roughly, One- 


any and your product f 
pany i ee ee Tenth of the Nation — and 


Upper Wisconsin to deep in 


oe reaching them at the lowest 
Illinois—from the farms of 


Indiana to the manufacturing tl litt 


centers of rich Michi ; : ‘ 
c scrugan That’s economical voice- 


More advertisers all the tim throwing—don’t you think? 


Chicago's Basic Blue Network Station 
890 kc.—50,000 watts—clear channel 


Owned and Operated by The Blue Network Company « Represented Nationally by Blue Spot Sales 
NEW YORK + CHICAGO + HOLLYWOOD «+ DETROIT - PITTSBURGH 


| Henry Ford II, son of the late} 
tising manager for Swenson Engi-|the Johnson-Kennedy Radio Cor-| Edsel B. Ford, has been elected | 


|chine Company, has 
| pointed general sales manager suc- 


| signed. 
| chief of general accounting, has 


DOUBLE* 
THE (OVERAG 


Branch, Webb to Dodge 


Howard E. Branch, formerly 
with Grinnell Company and Stone 
& Webster Engineering Corpora- 
tion, has been appointed sales pro- 
motion manager for Home Owners’ 
Catalogs, published by F. W. Dodge 
Corporation, New York. Ward 
Webb, research and merchandising 
consultant, and formerly with the 
Chicago office of Ruthrauff & Ryan, 
has been named western manager 
of the publication. 


Prochaska Advanced 

John J. Prochaska, for several 
years Cleveland district manager 
for the Cleveland Automatic Ma- 
been ap- 


|'ceeding George A. Collier, re- 
V. J. Hannon, formerly 


been named Cleveland district 
manager. 


Philco Promotes Kress 


William E. Kress, for two years 
southwestern division manager for 
Philco Corporation, has been pro- 
moted to midwest sales manager 
in Chicago. 
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Canada Dry Promotes 


Marshall W. Hettrick, forme 
assistant branch manager, metro- 
politan New York carbonated bev- 
erage division of Canada Dry Gin- 
ger Ale, has been appointed sale; 
promotion manager of the com- 
pany’s liquor division. Joseph X 
Kennelly, assistant advertisin; 
manager of the company, wil 
supervise advertising and sale 
promotion for Spur, domesti 
license division. 


Bathurst, Yocum Named 


Cecil H. Bathurst, formerly wit! 
Sherwin - Williams Company 
Cleveland, and Weldon O. Yocun 
formerly advertising manager 
Oscar Mayer & Co., Chicago, hav: 
been named sales manager an 
advertising manager, respectively 
of Sewall Paint & Varnish Com 
pany, Kansas City, recently ac 
quired by the American-Mariett 
Company, Chicago. 


Radell Changes Name 
Radell Crystal Company, In- 

dianapolis, has changed its firm 

name to White Equipment Com- 


pany. 


“He says ordinarily he'd like to stick around and 


help unload, but he just can’t wait to get ashore 
fora copy of the Buffalo Evening News* with its 


panorama of national and local news events!” 
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|. S. Conducting 
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‘onsumer Tests for 
Lehydrated Foods 


Washington, July 5.— Experts 
the Department of Agriculture 
» studying the prospects of the 
stly expanded dehydrated food 
iustry for a share of America’s 
stwar food dollar, with a report 
pected shortly on consumer ac- 
tance of a variety of modern 
iydrated foods. 
‘he research work is largely 
ried out in Chicago, where 450 
isewives have been enlisted as 
inea pigs to try nine different 
hydrated foods, and submit their 
—— and the reactions of their 
milies. 
Study of the dehydrated foods 
but one of a number of market- 
ng projects under way at the De- 
artment in preparation for post- 
var food selling. Other projects 
nelude surveys of frozen foods, 
new food items and farm chem- 
cals. The work is under direction 
of the Bureau of Agricultural Eco- 
nomics. 


Tries to Supply Answers 

In undertaking the dehydrated 
food study, the government was 
prompted by the necessity of de- 
termining the possibilities of a new | 
industry which had reached such 
proportions by the end of 1943 
that its 700 plants had an esti- 
mated market value of $650,000,- 
000 and produced a product val- 
ued at $800,000,000. | 

Since producers are unwilling to | 
undertake further wartime expan- 
sion without some assurance of a | 
future, the department is attempt- 
ing to determine how great an | 
element of risk would be involved. 

During 1943, the government | 
estimates, the industry produced, | 
largely for the armed forces, 400,- 
000,000 pounds of dehydrated 
fruits and vegetables; 250,000,000 
pounds of soups; 700,000,000 | 
pounds of milk; 400,000,000 pounds | 
of eggs, and 60,000,000 of meat. | 

Dehydrated foods for the Chi- | 
cago test were distributed during | 
April to the selected housewives. | 
They were supplied with govern- | 
ment determined recipes and asked | 
to try the foods and report on: dif- | 
ficulties in preparation; their wil- 
lingness to prepare such products; 
objections, such as low vitamin 
content, time, trouble and palata- 
bility; criticism by members of the 
family, such as children, old per- | 
sons and heavy workers; and final- | 
ly to estimate how much of the 
product the family would consume 
at a stated price. 


Tay to Appliance Co. 

Clarence S. Tay, for twelve 
years Chicago branch manager of 
Crosley Corporation, has been ap- 
pointed manager of Appliance Dis- 
tributors, Chicago branch of Ad- 
miral Corporation. 


Schanuel Joins ICI 

Arthur E. Schanuel has resigned 

secretary of the National Elec- 

cal Manufacturers Association, 
New York, to become executive 
‘retary of the Indoor Climate 
titute, Detroit, an organization 
heating, building, and fuel com- 
1ies, 


PAE sae 


Careful, dear — you know 
"FDF Flint says we 
usn't lose our ration 
0ks.” 


Messinger Promoted 


Frederick W. Messinger, for- 
merly New York district manager 
of Norman-Hoffman Bearings Cor- 
poration, Stamford, Conn., has 
been promoted to vice-president, 
succeeding Harold J. Ritter, re- 
signed. 


Stevens Made Art Head 


J. Burton Stevens, formerly art 
director of Pedlar, Ryan & Lusk, 
New York, has been appointed art 
director of Doherty, Clifford & 
Shenfield, Inc., 350 Fifth Ave., 
New York. 


Corbin to Basford 

P. & F. Corbin, division of 
American Hardware Corporation, 
New Britain, Conn., has appointed 
G. M. Basford Company, New 
York, to handle advertising of its 
builders’ hardware and to serve 
as marketing counsel. 


Stevens Names Turner 


Al Turner, for the past six 
years editor of Nite Life, Chicago, 
has been appointed director of 
publicity and advertising of the 
Stevens Hotel, Chicago, succeed- 
ing Fred Joyce, resigned. 


Elected Textile Director 


Luther H. Hodges, vice-presi- 
dent of Marshall Field & Co., Chi- 


of directors of the Textile Re- 
search Institute New York, re- 
placing J. Spence Love, who has 
resigned to head the textile, cloth- 
ing and leather division of WPB. 


Engel Promoted 

J. S. Engel, acting general man- 
ager of the electric shaver divi- 
sion of Remington Rand, Inc., 
Bridgeport, Conn., has been ap- 
pointed assistant vice-president. 
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To Insurance Board 
Frank E. Wolcott Jr., president 


| of Silex Company, Hartford, Conn., 
cago, has been elected to the board | 


and Homer F. Whittemore, presi- 
dent-treasurer of H. F. Whittemore 
Company, Boston, have been 
elected to the board of Northeast- 
ern Insurance Company. 


Place Insurance Account 
Savings Bank Life Insurance 
Fund of Connecticut has placed 
advertising for its 18 mutual sav- 
ings bank members with Baker, 
Cameron, Soby & Penfield, Hart- 
ford. Newspapers will be used. 


We gratefully acknowledge the compliment 
of Boston’s Radio Editors in voting 
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Doletul Doggies 
Give Absorbine 
New Copy Slant 


| rapher. 


lete’s Foot. . . He doesn’t take us 
walking any more.” Picture is by 
Ylla, well-known animal photog- 
Copy follows much the 
same technique used in former 


| Absorbine ads, which featured for 


Springfield, Mass., July 6.— 
Ww. F. Young, Inc., has launched 
its summer campaign for Ab- 


sorbine Jr. with color ads in gen- 
eral magazines and newspapers, 
backed by trade ads in American 
Druggist. 

Scheduled to run through Aug- 
ust, this year’s drive for the ath- 
lete’s foot antiseptic is employing 
an eye-catching illustration of a 
spaniel and a wire-haired fox ter- 
rier, backed up by a man’s foot 


and easy chair, with the dogs say-| 


ing dolefully, “He must have Ath- 


ADS PULL BETTER 


when illustrated with LIFE- 
LIKE EYE*CATCHER 
photos. Nothing like them 
anywhere. 1006 new _ sub- 
jects monthly. All lines 
business. Write for new 


obligations. EYE*CATCH- 
ERS, Inc., 10 E. 88 St., 
New York 16. 


| 


FREE proofs No, 101. No| Sentinel-Review, Woodstock, 


several years an X-ray view of a 
perspiring foot in a shoe. 

Half-page ads are running in 
June and July issues of American 
Magazine, Cosmopolitan, Redbook, 
Good Housekeeping, Ladies’ Home 
Journal, Sunset, Collier’s and 
Newsweek. The full-page news- 
paper schedule is running in This 
Week Magazine, The American 
Weekly, magazine sections of the 
Chicago Herald - American and 
New York Journal - American, 
Saturday Home Journal and Sun- 
day edition of the New York 
News. 

J. Walter Thompson Company, 
New York, is the agency. 


Buys Ontario Papers 


Roy H. Thomson, of the Press, 
Timmons, Ont., has purchased four 
Ontario papers: The Canadian 
Observer, Sarnia; Reporter, Galt; 
and 
the Tribune, Welland-Port Col- 
borne. 


Two Appoint R&R 


Beau Brummell Ties, Cincin- 
|nati, and Clyde Porcelain Steel 
|Corporation, Clyde, O., have ap- 
|/pointed the Cincinnati office of 
'Ruthrauff & Ryan to handle their 
advertising. Cliff Knoble, 
|merly advertising manager of the 
'Chrysler Corporation and Chrys- 
ller Sales Corporation, has joined 
the Chicago office of the agency 
}as account executive. 


Joins West-Marquis 

Mrs. Pearl B. Cameron, former- 
ly with Union Oil Company of 
California, has joined West-Mar- 
quis, Los Angeles, as production 
manager. Len Woolf has been 
named art director of the agency 
and Dick Thompson and Harold 
Keppel have joined the art staff. 


Townes Joins Tru-Test 


John F. Townes, formerly with 
Masback Hardware Distributors 
and Oliver Bros., Chicago, has 
been appointed New York office 
manager of Tru-Test, Chicago 
marketing and merchandising or- 


ganization. 
. 


RE-COMVERS/OW 
WEEDED 


(* 


ee 


Pittsburgh Coal Miners Spend Millio 


* 


in your 


Year in, year out, coal is the backbone of the 
industry of Pittsburgh and Western Pennsylvania. 


100% 


Coal is needed in the manufacture of all Pitts- 
burgh’s steel. Coal operates 94% of our nation’s 
locomotives. Coal is the base of 85° of wartime 


plastics. Coal heats 54% of our nation’s homes. 


Coal mining is a stable industry. Last year, 


miners working for the 135 producers operating 


= 


of Pittsburgh's electricity comes from coal. 


+. 


—will possess 


ing power. 


AF 


Fenn? 


NO. 1 Post-War Market _ 


in Allegheny County received base wages of | 
$14,234,919 plus overtime. Now and long after 
the Axis has been beaten, these men plus those 
in Pittsburgh's other basic industries —steel, 
electrical equipment, aluminum, glass and food 


tremendous and steady purchas- 


Get your share of your No. 1 Post-War Market 
by using Pittsburgh's No. 1 paper. 


The Pittsburgh Press 


Represented by the National Advertising 
Department, Scripps-Howard News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and San Francisco. 


IN PITTSBURGH 

IN DAILY CIRCULATION 

IN CLASSIFIED ADVERTISING 
IN RETAIL ADVERTISING 

IN GENERAL ADVERTISING 
IN TOTAL ADVERTISING 


for- | 


| 


| 


| 
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“Duration Den,” the Red Cross Club at New Delhi, India, was the 
scene of a meeting of a New York agency space buyer and a space 
seller when S/Sgt. Julius Joseph Jr., formerly media dir. of Frank- 
lin Bruck Adv. Corp., was introduced to Jackie McCormick, Red 
Cross staff worker at the “Den.” Although they had never met in 
New York, Sgt. Joseph had talked to Miss McCormick frequently on 
the phone when she was in the ad dept. of This Week Magazine 
as sec’y to E. M. Covington, eastern manager. . . 

Advertising, publishing and industrial execs. of Los Angeles 
paid honor to Herbert C. Rowell June 15 on the occasion of his 
48th anniversary as a publisher’s rep. and his 30th with McGraw- 
Hill. John B. 
Shaw of the 
Shaw Company, 
Los A. agency, 
was in charge of 
arrangements. . . 
On June 23 
Charles Lee, lit- 
erary ed. of the 
Philadelphia Rec- 
ord, received the 
University 
of Pennsylvania’s 
Philadel = 
phia Award for 
meriteris. 
ous Achievement 
in Journalism... 

Robert H. Mor- 
ris, b.m. of Amer- 
ican Builder, gave 
his daughter Ro- 
berta in marriage 
to Lt. Robert H. 
Herbst at Trinity 
Church, Highland 
Park, Ill., June 30. The guests included many Chicago adver- 
tising and publishing execs. . . 

Will C. Grant, pres. of Grant Advertising, is visiting the agency’s 
branch offices in Miami, Rio de Janeiro, Sao Paulo, Buenos Aires, 
Caracas and Mexico City . . . Dave Echols, v.p. in charge of Grant's 
Latin American offices, will join Will in Rio and continue the trip 
with him... 

Whether intentional or no, Hal Waddell, national sales director 
of WJW, Cleveland, has given his new son WJW for initials. Young 
William James Waddell weighed 8 lbs., 13 oz. when he arrived June 
15 at 8:48 a.m., Hal reports. . . John Nilan and Arnold Wehmann 
of American Mutual Liability’s ad dept. used Mr. Friendly, the 
character in the insurance company’s current copy, as the inspira- 
tion for a musical revue, “Let’s Be Friendly.” The two-act show, 
with a cast of 50 employes, has been keeping engagements at USO 
canteens, camps and hospitals in the Boston area... 

Dr. Harold H. Beverage, assoc. dir. of RCA Laboratories in charg 
of communications research, was presented with the Army signal 
corps’ certificate of appreciation, June 28, for his “tireless effort and 
valuable advice during the installation of a radio circuit in the 
North Atlantic route’? and which “constituted a great contributior 
to the signal corps in its gigantic task of furnishing the United 
States Army the world’s greatest communication system.” 


TELLS OF BOND SALES—Carl Buehler Jr., 11, tells Maj. 
George Jordan, former advertising manager of Jacob 
Ruppert, Brewer, about his sales of $53,000 worth of 5th 
War Loan bonds, at a luncheon of the Ad Men's Post, 
American Legion, in New York City June 26. Major 
Jordan is a United Nations representative to Russia and 
is based with the Alaskan wing of the Air Transport 
Command. 


OLD GRAD HONORED—Advertising leaders celebrated at the Yale Clu 
New York, June 22 in honor of James A. Townsend, Pacific Coast representati ° 
of Parents’ Magazine, on his return from Hanover N. H., where he had 


tended his 50th class reunion at Dartmouth. Among those present were L © 

W. Maxwell, vice-president of Parade Publication; Sig Larmon (behind h « 

Maxwell), president, New York Dartmouth Club; George Hecht, Parents’ pu - 

lisher; F. A. Bell, advertising manager, H. J. Heinz Co.; Mr. Townsend; A. 

Leininger, vice-president of Parents’; Stanley Latshaw, former Butterick pi 

lisher; Fred Stone, circulation director of Parents’; and Walter McMillan 
Look. 


ami ¢ 


Hamilton B. Wood, pres. of Commonwealth Press, Worcest' 
Mass., and a grad. of Williams College, has received an honora 
degree of master of arts from the college. He has also just chalk: 
up his 20th year as president of the Worcester County Musi 
Association. 40 years of service with AT&T were celebrat' 
recently by Walter S. Gifford, pres. of the company. He start 
with Western Electric in 1904 as a $10-a-week payroll clerk, a 
has been chief statistician, controller, vice-pres. and pres. W 
AT&T... Otto Highfield, Industrial Export Catalogs dir., is swit 
ing ’round the circle of Mexico, Central America, Puerto Ri 
West Indies and Cuba checking lists of industrial~buyers and n¢ 
users of industrial equipment. He reports a tremendous indust! 
boom in Mexico with industries ready and able to buy U. S. n 
chines. . . George B. Brossart, former dist. mgr. for Crowell-Colli 
Cincinnati, home on leave. Leg wounds received at Cassi! 
have healed completely but loss of hearing in his right ear hé 
placed him on limited service. . . 


is 


der 


ts ey ve gee; vs Eero ; Be ea Ah , gas <s i Ea he. BP: . ; , ate 
eee : 
q p gen _ 
= ee = Advertising Age, July 10, 1944 F 
©) ofl ie } 
; : a ; my a a | a a ah a eae ey por is spn on ea nee . pare 
o _ AE } IT 7 L ~ Dyes OTR LA 
i | ex SS ie Wh ene Cr re ee ye tdi Oe EO te oe 
soars cui ee So as 8 
Ben 
7 Hy 
of 
3 ¥ : B 
4 Wi 
7 ¥ pl 
“4 4 to 
4 ‘ a 
: Za 
el 
a | 
EE 
+ F - | 
ye 0D oe EEE 
oon a a G nat 
Py ee mio 
ae i 
aS the 
a d 
_ n ] 
: i all 
‘is . -_ i a catl 
ee 
* oe 
Pr? Pa ot mes 
eres, a. a ae der 
— ay ae oe F. coo! 
a SN wea OS ®, for 
mee # Pe ae for 
‘anal e oe ‘ the 
2 . F a Sees a 
hee - . ee pee iy ‘eal PS | At 
, bad * f: eer call Battin Ry: | : 
~ I 4 » 2 hon 
“ia i : Ss - See i Se ae a 4 
aan lL ee .:Cti‘i‘ = 
a 2 Ae ies Cn yee —. Se 2 ee, fae i 
iid cee - Se se :. 2 = 
Behe ty: (aan rae ae . me * ¥ a Lge aa 19 
aa eee 2 oy ‘ vias. * cg Re a ge aa ’ 
4 a. . eee a Se > NS aa 2 eee gt SO S , 
be LS : : : ae. ; Meret st 4 — ie ae x <i ln 4 2 iv 4 Aes Sage Sa le 
no | eee ae — ek ss ee ee i ee 
be Nee ih al he es & Pes ae wee. BS ER a 1; 
eee §, Se Flo 
: > = ad : bap e : ae ag $ Re al : ik +* 6 3 fo _. # pre 
rei ge dime a : en ae — wan Sa a ee ee i a a 
Be Ww 78 ye. : b> b ca, 3 ae = ie = age Ba gine: EEE: \ eS ae : ae 4 oes = me si pee the 
ats ea Se aaiga fF Se Sal a ee “eo .llc ll tsi“‘ ‘RC 
= te eae ae TT , i See fl the 
a i ome ee i cat Pea <<, Ore ee a ae Pee oe g?: 
use pe Praia ri £ - ae. Bea cae aks ee See te ae ie 192: 
i hee Weed ents he a EMER iin. ey, ee ee ee ee ie me . 
in ee ok ig de i. te wl Sch 
me 5 ee eee ee ghey ans. a I co” ae Es 193: 
Sg ee et rage UE ae ' ee ee 2 | Bis, 
dna, ee ae i oe eee Sea i i nh IS¢ 
nt a we 7" ie oe i ae re ge re SS en is i m i " 3 4 ipso caps a eS) es . ane se | cuit 
a Pm, agt i. Seas ee oe e Sete a <a : “6 on 3 asl _ & 
" : Re gy gy fod a BO geese ot i = a re . Sa i ‘ : wit! 
on . * Giga Oe eee aS Bie. Sk a oS Oe mee ws ee — eS as 
: ee, begs r >) ee FS 
be i “a iid a ee - : a ea ae r Shi nee — gee en iit te me i den 
—< «<a i. See eee eat Pa j * > : } vert 
;  . i. 2 ae 3 
ra Sa ——<—_—-. /-_ ae er . 4 : ing | use 
ee eee 4 cae a nee — . ers zine 
, Bs a lhe >) a a ee ect Fat * ee & 2 
; __ a 3 ; ee 4 ius 5 Toe: i hie ee eet ee hia. oe oat usir 
Se PS SRR " : iene: Hy e Pte) 3 é e a ii 3 
aq cae Te "ey —_ 9 ' x eat Ry gine SS H $148 it ger bo e ie ee k ; on 
me a ‘ <n mae ; Be) eee S - ee:. Ba $: also 
a y eae 3  _§ Bess | | (aaa 
: ‘ “ s, _ ~ | = is = 4 Thi oo a ’ = a ae Baa ut of s 
2 ae ee ee te pene sis i as aa ta | meee) ee : = i 8 | ie oe 4 lz 
, Price ae ie Pie ae i = iS fF ry ver Pe P pe wa : : i m1 a §- Bs a a es * Be eu i a e a te, . = a z bs bis i . at 
7 rier & 9 2° 0 ge a rub CM oye a eed ee ee : <i ” ¢ hz | Pf wey F gal eS . ee. con, 
m2 ie we a ee i a i ee pis ee | diz 
hee 7 ns . aig Lie or ed ‘ t sepia S| A 
fis MOSES i aN ee ie Le ae ; it . oR . 
: 2 ine ec Sh ; eich > =, he ~ , : iat + é * a a mx i ie 3 . i 
y 7 oe “a a ar 4 7 Pes cet 36  \ i 7 Aa ca al . Ps 
| oo? a :% gee = Fee hw 
\ y Soper “a Mies oe  . a co. oe ie Amalie ‘ w-Z ‘ oo 3 mar 
~~ ce ee ae i wre | . ~~ He ‘ ‘ ay JOIN 
a * = reg fice, ieee a wy . 8 Ss hie Se Z ie * ; -_ % l 
eke o 7 a ye a ae ‘ pa SP: rr, , a el ; P -_— 
on » ; > 
* } : 2 A = 
g A 
ve ora , 
ret ag e 
eee a moar 
eRe ere 
— d sir 
ee con 
oS nih 
x ge is 
- 3 eee CON 
- eee Apes 
€ ‘er 
; 2 is 
tT ne 
ia $75¢ 
tees ron 
- | s If, 
; - fe 
~ \ rr 
ra s - — 
é é dv 
Es ! Ne ae 
: 0. hic 
: li 
+ 
ig 


is the 


space 
‘rank- 

Red 
et in 
ly on 
azine 


igeles 
f his 
Traw- 


is Maj. 
Jacob 
of 5th 
s Post, 
Major 
ia and 
insport 


dver- 


ency’s 
Aires, 
rant’s 
e trip 


rector 
young 
June 
mann 
y, the 
spira- 
show, 
| USO 


*hargs 
signal 
rt and 
in the 
butior 
United 


e Clu 
entati @ 
had 

ere Le 
ind h 
ts’ pt 
1; A. 
ck pt 
lillan 


+ 


rcesti 
ynora 
‘halk: 
Music 
abrat 


start 


Collie 
Cassi! 
par hi 


A vertising Age, July 10, 1944 


Friends Honor 


Paul Schulze on 
§th Birthday 


1icago, July 5.—Eighty years 
“y ang,” Paul Schulze, chairman 
of he board of Schulze & Burch 
Bi-cuit Company, is going for- 
we d with plans to step up 
product sales via advertising—a 
too. he used 30 years ago to break 
a comestic custom as old as civili- 


za'ion. 
riends who honored the vet- 
er n business man on the occasion 


o! ois 80th birthday June 13 credit 
\.. Schulze with using the power 
dvertising to help shift bread- 
ing from home kitchen to 
mercial plants. He started the 
rolling when, speaking as 


ident of the National Associa- | 


of Master Bakers at their 
vention in Kansas City in 1911, 
said: 
The one greatest thing the 
cers of America can accomplish 
to win the housewives of the 
potion over to bread baked in 
idern, sanitary kitchens. There 
absolute necessity to educate 
the housewife to quit home bak- 
ing. To stimulate that change, 
and to guide it along proper chan- 
nels, we must use that greatest of 
all modern persuasive forces, edu- 
cational advertising.” 


Bakers Given a Break 


Construed by some reporters to 
mean that housewives were mur- 
dering their families with poor 
cooking, stories created publicity 
for the industry which encouraged 
the nation’s bakers to advertise. 
At that time, more than 65% of 
bread baking was done in the 
home. Today it is said to be un- 
der 10%. 

Mr. Schulze, who came to the 
U. S. from Germany when he was 
19, reached Chicago as a flour 
salesman in 1891. A year later, 
at 28, he formed the Englewood 
Flour Company and became its 
president. In 1893 he organized 
the Schulze Baking Company. 
With his son, Paul Jr., he bought 
the Quaker Biscuit Works in 
1922, reorganizing it into the Paul 
Schulze Biscuit Company. In 
1933 they purchased the Standard 
Biscuit Company, Des Moines, and 
reorganized it as the Burch Bis- 
cuit Company. This they merged 
with the Schulze concern in 1940 
as the Schulze & Burch Biscuit 
Company, with Paul Jr., as presi- 
dent, and built a block-long plant 
which they now occupy. 

Long a believer in outdoor ad- 
vertising, Mr. Schulze continues to 
use this medium as well as maga- 
zines and newspaper copy, and 
recently entered the radio field, 
using a half-hour weekly program 
on WGN, Chicago. The company 
also has placed a heavy campaign 
of spot announcements on selected 
stations throughout Illinois, Wis- 
consin, Iowa, Michigan and In- 
diana. Advertising is handled by 
Leo Burnett Company, Chicago. 


Hiller Joins BSF&D 

Glenn B. Hiller, advertising, 
marketing and sales counsel, has 
joined Brooke, Smith, French & 
Dorrance, Detroit agency. 


— 


Are You This 
Copywriter? 


We need an experienced, versatile 
man who can write copy that will 
s !l goods—who knows merchan- 
ding and sales promotion — who 
cn service national accounts and 
» |p develop them. 


~ 5 


owing — Chicago agency is 
enty busy now but preparing for 
en greater things after the war. 
is is a “ground floor" oppor- 
nity for the right copy man. 
'500 salary to start — more 
r oney oldie if he proves him- 
s lf. Our staff knows of this ad. 
‘rite in confidence. Box 4909, 
/ dvertising Age, 100 E. Ohio St., 
Chicago 11, Illinois. 
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is 20-year successful—and fast- | 


Gray Transfers 


Harry W. Gray, formerly with 
the Airtemp division of Chrysler 
Corporation, Dayton, has joined 
Manning, Maxwell & Moore, 
Bridgeport, Conn., as an instru- 
ment sales engineer. 


McC-E of Rio Named 


Panair do Brasil, S. A., has ap- 
pointed McCann-Erickson’s Rio de 
Janeiro office to handle its Bra- 
zilian advertising. 


To Head Press Wireless 


A. Warren Norton, manager of 
the Christian Science Publishing 
Society, Boston, publisher of the 


|signed to become president of 
| Press Wireless, Inc., succeeding 
| Joseph Pierson, resigned. 


Transfers Services 


York, has transferred 


| New York, newly-organized under |tive of Meyer Both Company. 
the direction of Laurence A.| Harrison Associates will be con- 
Whitehead, former sales execu-| fined to general advertising, 


Christian Science Monitor, has re- | 


Lester Harrison Associates, New 
its syndi- | 
cated mat and direct mail services | 
to Whitehead-Harrison Company, | 
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JUST OUT! 


Nationwide Survey 
of Reading Habits. 
Sent free on re- 
quest. 


25 WEST BROADWAY 
NEW YORK 7. N.Y. 
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Here are your profitable 
Non-Metropolitan 


MICHIGAN 
MARKETS 


/ 
eee eee 


market that you are missing if your advertising 


of HOME DAILIES. 


you cannot get in any other medium. 


can cultivate for your own product at small cost. 


Albion Recorder Marshall Chronicle 

Big Rapids Pioneer Midland News 

Cadillac News Mount Pleasant Times-News 
Cheboygan Tribune Niles Star 

Coldwater Reporter Petoskey News 


Dowagiac News 
Grand Haven Tribune 
Greenville News 


South Haven Tribune 
Sturgis Journal 


Holland Sentinel Three Rivers Commercial 
lonia Sentinel-Standard Traverse City Record Eagle 
Manistee News-Advocate Ypsilanti Press 


MICHIGAN LEAGUE 
OF HOME DAILIES 


“Lower Peninsula Group" 


national advertising representative. 


SCHEERER & COMPANY 


35 E. Wacker Drive, 441 Lexington Ave., 
Chicago 1, Ill. New York 17, N. Y. 
Phone: STAte 7942 Phone: MUrray Hill 2-2423 


Every dot on this Michigan map represents an ingore 
ns do 


not include the newspapers of THE MICHIGAN [EAGUE 


Each of these communities and the trading area that 
surrounds it is dominated by thorough coverage of a 
home town daily newspaper—an effective coverage that 


Here they are, 21 of them, and each one a field that sas 


Coal Copy Urges 
‘Share the Heat’ 
for Winter Ahead 


New York, July 6.— To en- 
lighten consumers on the hard 
coal situation and to summon their 
cooperation with local dealers in 
pre-winter deliveries, Anthracite 
Industries, Inc. is launching quar- 
ter-page ads in about 90 daily 
newspapers on the Eastern Sea- 
board from New England to the 
District of Columbia. 

Headlined “We Did It Once— 
We'll Do It Again!”, the first ad, 
released the week of July 2, tells 
how a national emergency was 
averted last year when mines 
turned out 6,000,000 more tons 
with 18,000 fewer miners, dealers 
worked overtime and consumers, 
instead of panicking, stretched 
their coal supplies to the limit. 

Copy cites vital coal statistics, 
stresses the dealer’s many prob- 
lems, and gives advice on how to 
get the most heat from the least 
coal. N. W. Ayer & Son is the 
agency. 


Dell Issues New Rates 


for Modern Magazines 


Effective with October, 1944, 
issues, Dell Publishing Company, 
New York, is adjusting advertising 
rates for Modern Screen and Mod- 
ern Romances, two of the Modern 
Magazines group for which Dell 
announces a new circulation guar- 
antee of 2,000,000 monthly based 
on a yearly average. 

No adjustment will be made on 
Screen Romances, third publica- 
tion in the group. Advertisers on 
order before July 27 will continue 
to enjoy old rates through the 
December, 1944, issue. 


DePue Joins WBS 


George DePue, formerly with 
Headley-Reed Company, Station 
WSAN, Allentown, Pa., and NBC, 
has been appointed sales manager 
of the commercial department, 
World Broadcasting System, sub- 
sidiary of Decca Records. 
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FIRST o:. iV hese 


THIRD us. erry, 1941 
FIRST us. cry 1992 
FIRS Tus. me aes 


Long Beach Again Tops All 
Major U. S. Cities in Annual 
Effective Buying Income per 
Capita! 


Based on the 15th annual survey made by SALES MANAGEMENT, 
complete 1943 figures find LONG BEACH in FIRST PLACE among 
U. S. cities of more than 100,000 population, with a remarkable 
$2372 per capita annual Effective Buying Income. Total ’’E.B.1.’’ 
for Long Beach reached a new high—$584,620,000 for the year. 


Scoring three “FIRSTS” and one “THIRD” in four successive annual 
market studies, Long Beach’s rise to major market importance began 
pre-war—is destined to permanent positioning among leading West 
Coast cities. 


Adequate newspaper coverage is provided only by the city’s own 


dailies. (Subject to reasonable restrictions, space is available.) 


LONG’ BEACH 
Press-Telearam 


fOLmta- 
Netionol Representatives: 


WILLIAMS, LAWRENCE 
AND CRESMER CO. 


Member Metro Pacitic Comics and Pacitic Porede 


to a world at war. 


must not be wasted. 


@ Extremely heavy Lend Lease requirements for Vita- 
min A; resulting in War Production Board Allocation 
Order M373, emphasizes the necessity of this vitamin 


supply is temporarily short; it must be conserved. It 


be fortified with vitamin A. But your plans are long- 
range. As you investigate possibilities for future prod- 


What you can do about an 
important national asset 


uct improvement via vitamin A fortification, we 
invite you to learn the facts about DPI vitamin A con- 
centrates, the products which we believe to be the fines: 


in the field. 


Vitamin A is an important national asset. The visible 


There are definite advantages in using a vitamin A 


concentrate which is notable for stability, for blandness 


for accurately stated potency. 


For the time being, probably few new products can 


Get your vitamin A fact file up to date. Write for com- 


plete information about our concentrates of vitamin A. 
an important national asset. 


DISTILLATION PRODUCTS. IN 


a “Oil-Soluble-Vitamin Headquarters” 
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Admen Send 
Trade Journals to 
Vets in Hospitals 


Cleveland, July 5.—To provide 
hospitalized war veterans with in- 
formation on postwar industry, 
s60.000 worth of technical and 
rraie journals monthly will be 
sert to military hospitals by the 
cl veland Industrial Marketers, 

yrding to Wilmer H. Cordes, 
pI sident. 

(he first batch of magazines, 
from current files of Cleveland 
advertising agencies, was recently 


distributed to Crile. General Hos- | 
pital. The program was originated | 
John C. Stephan, head of John | 


( Stephan Advertising Agency. 


eeking the cooperation of 2,500 | 
who are | 
nbers of National Industrial | 


ertising executives 


vertisers Association, Mr. | 
‘des said: 

All engineering and production 
gress is based upon an ex- 


inge of technical information. By | 
oviding the latest technical in- | 


rmation in each field, returning 
‘terans will be able to catch up 
the newest developments in 
dustries they worked in before 
the war or to get information for 
some new industry they plan to 
enter in the postwar period.” 
Included on the committee on 
technical rehabilitation to further 
the new program of the Cleveland 
marketers are: Chairman, Mr. 
Stephan; Ralph C. Leavenworth, 
vice-president, 
Ross; 
to the vice-president of Simmons- 
Boardman Publishing Company; 
Harry C. Grinton, regional vice- 
president of McGraw-Hill 
lishing Company; Ernest C. Rob- | 
Clark 


erts, advertising manager, 
Controller Company, 
Cordes, who is manager of sales 
promotion and advertising of the 
American Steel & Wire Company. 


McSweeney Moves Office 

Edward McSweeney Associates, 
has moved its office to 521 Fifth 
Ave., New York. 


Fuller & Smith &| 
Harry E. Melville, assistant | 


Pub- | 


and Mr. | 


THERE'S NOT 
ANOTHER 
LIKE IT! 


According to the re- 
cent U. S. Census of 
Housing, radio ownership 
in Southern New England 
is far above the national 


average. 


Radio can come closer to 
giving your sales message 
100% coverage than any 
other medium. And radio 
in Southern New England 
means but one thing — 


WTIC. 


Joins Keelor & Stites 


Russell L. Cook, formerly ad- 
vertising manager of American 
Products Company, and Globe- 
Wernicke Company, Cincinnati, 
has joined the copy staff of Keelor 
& Stites Company, Cincinnati. 


To William Rudge’s Sons 

Milton Anderson, formerly art 
director of American Type 
Founders, Elizabeth, N. J., has 
been appointed an art director of 
William FE. Rudge’s Sons, New 
York. 


Filene’s Names Manager 


H. D. Hodgkinson, a member of | 
Wm. Filene’s Sons Company, Bos- 
ton, since his graduation from Yale 
University, working up from a 
stockboy to a director of the store, 
has been named general manager, 
succeeding the late Edward J. 
Frost. 


Elected to GAVC Board 


Raymond Blattenberger, chair- 
man of the management committee 
of United Typothetae of America, 


has been elected to the board of) 


the Graphic Arts Victory Commit- 
| tee, succeeding Lt. Herbert Kauf- 
|man, now in the Navy, while 
| James Cockrell, UTA president, 
has become a member of the 
GAVC advisory board. 


Issues Progress Report 


| A 15-page booklet, “California 
;end Bank of America,” has been 
published by Bankamerica Com- 
pany, investment securities affili- 
ate of the Bank of America, San 
Francisco, reviewing the prewar 
and wartime progress of its branch 
banking system and of the state. 


47 


Keeler to Western 


Edward C. Keeler has resigned 
from Don Lee Network, Holly- 
wood, to become general manager 
|of Western Advertising Agency, 
| Los Angeles, in which he has pur- 
chased a half interest. 


Grumman to Hoyt 


The Grumman Aircraft & Engi- 
neering Corporation, Bethpage, 
Long Island, has appointed Charles 
W. Hoyt Company, New York, to 
handle its advertising. Newspapers 


and magazines will be used. 


| 


is the most 
logical spot for your 
consumer advertising 


The naborhood shopping center is the hub upon which the 


wheel of distribution turns. 


@ It’s the central point where the oil of advertising per- 
suasion meets its final test. 
@ It’s the spot where your product either flows continu- 


ously into the hands of customers, or stops to rest upon your 


dealers’ shelves. 


@ Criterion advertising reaches consumers 


“home” 


CT ROUTE TO AMERICA’S No. 1 MARKET 
Travelers Broade 
Sr nk So 


er of NBC and New England 
- Regional Network 
esented by: WEED & sou 


York, Boston, Detroit, Son 


Francisco and Hollywood 


@ Criterion says “Buy It Now” 


right in the sales zone where your prod- 
ucts are for sale. It not only restimulates 
lagging or forgotten interest in your 
advertising messages but it per- 
forms a complete selling job by itself. 


a2 


and says it 


CRITERION 


NEW YORK 


Me first diagh a dag caesar campaign 


day in and day out, month after month. 


@ It is built-to-order to fit each advertiser's own special 


marketing pattern for no two Criterion showings are ex- 


actly alike. 


ters where America buys 98% 


its drug products. 


PILLSBURY, WHEATIES, 


@ Criterion Service is economical 


good job for you just as it is for many big 


@ The color and size capture the attention and interest of 


consumers as they flow into these naborhood shopping cen- 


of all its food and 85% of 


less than 11¢ per dis- 


play per day. Investigate and see how Criterion can do a 


names like 


RALSTON, HEINZ, WRIG- 


LEY, BOND BREAD, SWAN, WARD BREAD, CAMELS 


and many others. 


SERVICE 


BOSTON 


CHICACO 
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Baxter, McGuinn Join AA 
as Associate Editors 


W. R. E. (Bud) Baxter has 
joined ADVERTISING AGE in New 
York as associate editor. For sev- 


eral years he was manager of the 
newspaper service bureau of Mc- 
Graw-Hill Publishing Company, 
and more recently has handled 


publicity for American Society of | 


Civil Engineers, American Arbi- 
tration Association, American 
Hotel Association, and Federal Ad- 
vertising Agency. 

James J. McGuinn, formerly Chi- 
cago manager of Broadcasting, has 
joined ADVERTISING AGE in Chicago 
as associate editor. He was for 


two years feature writer and pic- | 


ture editor in the press department 


of the NBC Central Division, and | 
prior to that was on the editorial | 
staff of the Chicago Times and) 
relations | 


handled several public 


accounts. 


Chemdrug Names Korn 

Chemdrug Corporation, maker 
of Optrex Eyewash, has named 
J. M. Korn & Co., Philadelphia, as 
its agency. 


Frost Plans Campaign 


George Frost Company, Boston, | 
manufacturer of Boston garters, 
suspenders and belts and Velvet- 
Grip girdles, garter belts and hose- 


“Positions Wanted,” 
tatives Available,” 


The Advertising Market Place | 


The rates for this department are as follows: 
“Representatives Wanted,” and 
50 cents a line, minimum charge $2. 
cash with order. All other classifications (single insertion rates): 


“Help Wanted,” 
“Represen- 
Terms 


supporters, will launch a campaign in., $3.50; 1 to 3 in., $6.50 per inch. 

for all products in consumer and WORKERS SUBJECT TO PRIORITY REFERRALS 
trade publications this fall. H. B. MUST BE CLEARED BY THE USES OR OTHER 
Humphrey Company, Boston, is AUTHORIZED CHANNELS. 

the agency. 


HELP WANTED 


OUR CLIENTS NEED MEN 


whose record and experience in advertising, 
sales and management can stand rigid in- 
spection. 

Positions open from coast to coast. 


Free booklet, ‘‘How to Match Men and Jobs” 
sent on request. 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs”’ 


Goldsen to Nejelski 


Joseph M. Goldsen, formerly re- 
search director of the war com- 
munications research division, Li- 
brary of Congress, Washington, 
has joined Leo Nejelski, recently 
established New York public rela- 
tions and management counsel, as 


research director. 8 South Michigan ae ANDover 3129 
(Solid firms seeking sound men only are 


solicited) 


To ‘Canadian Magazine’ 


D. W. Nelson, member of the 
public relations staff of the Cana- | 


CIRCULATION MANAGER 
Capable to supervise department for 


ps vit apie * Sane eae A: group of nationally known indus- 
dian National Railways, Montreal, | tyja) publications. Must know ABC 
'has been named advertising rep-/| record keeping ~markets and pro- 

a —_—Te " _ | motion. Xxcellent opportunity. 
|resentative of the Canadian Na Box 4910, ADVERTISING AGE 


‘tional Magazine, Montreal. 330 W. 42nd St., New York 18, N. Y. 


_ The news comes to 
Chicago’s millions... 


ee via WMAQ 


WMA 


CHICAGO 


National Broadcasting Company 


From London and the French invasion towns, Rome, 
the Karelian Isthmus, from Yunnan Province and 
the South Pacific islands, accurate news is IN- 
STANTLY brought to Chicago’s millions by WMAQ. 

The expert commentators, analysts and reporters 
who serve W MAQ, command the attention of the vast 
radio audience in the rich Chicago market—second 
largest in the United States. To them belongs much 
of the credit for making WMAQ the CHICAGO 
STATION MOST PEOPLE LISTEN TO MOST. 

The great news-hungry mass of people who in- 
stinctively tune to WMAQ for the latest happen- 
ings both at home and abroad is another reason 
why WMAQ is the logical choice for local and spot 
campaigns. Astute advertisers have learned that 
their campaigns on this station do reach and in- 
fluence millions of people and that increased sales 
and profits are the result. 

In Chicago it’s WMAQ, 


America’s No. 1 Network 


> 


> 


They all tune to the 


A Service of Radio 
Corporation of America 


It’s a National Habit 


|in the textile publishing field. } - : 
| Retelss ay See | desires free-lance work. I am skilled 


| State 


ADVERTISING 


HELP WANTED 

TEXTILE EDITOR 
Man or woman. A person capable of 
taking charge—with the advice and 
cooperation of an editorial advisory 
board composed of experts—of the 
promotion and production of a| 
monthly publication devoted to tex- 
tile converting, i.e., dyeing, finishing, 
printing, water-proofing, ete. 


The publication is non-technical, 
concerned solely with the style and 


merchandising features of the indus- 


| 
| 
| 


try. Deals with the results that 
can be accomplished with color and 
finish, not the technique of produc- 


ing them. 


A splendid opportunity for the right |} 
individual. Unlimited future consis- | 
tent with the growth of the maga- 
zine. Published by a Corporation 
having twenty-five vears experience 


age, qualifications in detail, | 
and salary expected. All replies will 
be held confidential. 

Box 4914, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


ASSISTANT — Well 
known manufacturer of household 
appliances has opportunity for man 
With creative advertising back- 
ground. Qualifications include expe- 


rience in rough layout and copy 
writing for advertising. Age 20-40, 
draft exempt. Able comply WMC 
rulings. Location near Hartford. 
This is an opportunity now and 
postwar with excellent chance for 


rapid advancement in growing organi- 
zation. Outline fully experience in 
first letter enclosing picture. Our 
advertisement, 

Box 4917, ADVERTISING AGE 
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HELP WANTED | 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Position 
209 S. State St. Chicago, I1)) 
POSITIONS WANTED 
EXPERIENCED in all stages 
planning, preparation and procedur 


| Organized and set up complete pri 


gram for firm I am now with. Or 
of our salesmen wrote me, “I'd lil 
to tell you that almost every pack; 
I've called on wants to know wh 
our advertising man is. I remembs: 
back a few years ago when I'd me: 
tion the —- Company, many 
packer would say ‘who is the —— 
Company?’ They don’t say that ar 
more.’ Let me eall and show yx 
how I ean make your advertisi: 
dollars build good-will and sales f 
your company. Age 31, married, 
children, 4-F in draft, own home 
Northwest Chicago suburb. 
Box 4915, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
INDUSTRIAL FIELD ‘a 
Position with manufacturer, indu 
trial publisher or advertising agen: 
desired by woman now employed 
advertising production manag-s 
with machine tool manufacturer, E 
perienced editor, merchandiser, a: 
vertising and production manag: 
Consider only Chicago area locatio 
Box 4911, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


~ COMMERCIAL CARTOONIST 


in creative humor with commerci 
appeal. May I draw for you? 

Box 4912, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
INDUSTRIAL ADVERTISING MAN. 
AGER, a top man in present con 
nection, seeks higher ceiling. Twelve 
years in charge of advertising and 
promotion for nationally known 
manufacturer, backed up by _ ten 
years as sales engineer and four 
years construction experience, all in 
mechanical field. Graduate engineer. 
An outstanding man to direct and 
handle business paper advertising, 
publicity, public relations, sales 
campaigns. Experienced speaker 

Vigorous health. 

Box 4913, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
REPRESENTATIVE AVAILABLE 
Acquainted with Chgo, area; Mid 
west; seek trade publ. rep’n.: com 
Box 4918, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
COPYWRITER for GEN’L ACCTS, 
Copy that Sells . . Anything in a 
Woman's World (or a man’s)! Ver- 
satile, creative woman with merch. 
knowledge. Post-war future impt. 
Box 4919, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


100 E. Ohio St., Chicago 11, Ill. 


and Eavignt = 
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me 


--.one of Dayton’s 


APPLIANGES 


Leading Industries 


Everyone agrees that demand for commercial and resi- 
dential air conditioning equipment, and other major 
appliances, will reach new heights in the postwar era. 


2 nationally known factories in DAYTON 
will make AIR CONDITIONING UNITS 


WATER HEAT 


zz FURNACES 


ERS 


WATER SYSTEMS 


(Automatically Controlled) 


ee “ROOM COOLERS (Fan Type) 
, ‘ELECTRIC REFRIGERATORS, RANGES, 


and HEATERS 


y “ICE TRAYS and Miscellaneous Rubber 
Parts for Refrigerators 


3 
5 


WATER PUMPS 
WATER SOFTENERS 


Postwar Dayton with its 456 industrial plants 
will be bigger and busier than prewar Dayton. 


EEE 
LE 
4 
y 
f 


THE 


wg 


JOURNAL-HERALD 


Vaylous Largest Daily Crculalon 


Nationally Represented by 


The Geo. A. McDevitt Co. 
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Master Plans ‘Out; 
WPB Approves All 


Goods Possible 


(Continued from Page 1) 
version and war production will 
dovetail, and even before large 
cutbacks are possible, some civilian 
goods will be made to alleviate 
shortages, and sop up local labor 
surpluses. 

This limited production, involv- 
ing segments of industries oper- 
ating on a quota basis, will be 
trictly supervised by WPB, inas- 
much as materials and labor will 
till be a cause of anxiety. 

For these programs, a list of 
several hundred important civilian 
items, and estimates of require- 
ments at three stages of produc- 
tion, have been drawn up. But 
these programs are actually war 
production programs for the pro- 
duction of essential home front 
oods, and they ought not be con- 
fused with the things that will 
happen when war work declines 
50 to 60%. 


STANDARD 


STUDIOS INC. 
540 N. MICHIGAN AVE. + CHICAGO 


WHiltehall 5355 


} 
| 


Mate- 
labor 


It has already been predicted |made them before the war. 
by WPB that the end of the Euro- rials, parts, facilities and 
pean war will mean a 50% reduc- | will be the only limitation. 
tion in war needs. On such an| These are important decisions, 
occasion, government will make no | because they mean that the way 
effort to determine what shall be| will be open during the reconver- 
built, and the WPB civilian pro-| sion period for all sorts of innova- 
grams will become “floors” instead | tions in civilian goods fields. Most 
of production “ceilings.” industries are naturally afraid of 

WPB Discloses Policies the prospect, but the vacuum 
| cleaner people, at least, are willing 

A fine picture of government) to accept it. 


thinking was presented to the! So long as manufacturers are 
vacuum cleaner industry at a/free to move their facilities to 
meeting here last week, when| loose labor areas, or to have other 


WPB called in leading industry 
experts to compare notes on prep- 
arations for the change-over. Here | 


are some of WPB’s significant | from the WPB policy. In its allo- 
points: 


. |cation of quotas for electric irons, 
1. Reconversion, wherever and| WPB has already provided that 
whenever it can be dovetailed into | 


c ;|manufacturers may have work 
war production, must be effected | done for them at other plants. 
speedily, and civilian production| The vacuum cleaner industry 
must be permitted to rise to the/had some suggestions for WPB. | 
highest level that it is possible to|For instance, manufacturers who | 
achieve without interference with | are partly released from war work 
war work, in order that the larg-| would like to start immediately on | 
est possible number may be kept|the production of parts, which | 
gainfully employed. could be stockpiled until cleaners 

2. When reconversion is begun, | could be produced. 


|producers make the product for 
|them, the vacuum cleaner industry 


in the interest of increasing} his plan, it is pointed out 
|civilian production quickly and of| would enable industry to hold its 


maintaining a high level of em-|japbor force, and at the same time 
|ployment, it will probably be | : 


felt no great hardship would result | 


provide a feeling of security for 
workers. It would also reduce the 
time necessary to get new ma- 
chines on the market after the war, 
WPB has demonstrated recently | 
that it is greatly interested in re- 
ducing the length of time neces- 
sary to get civilian production 
under way once facilities are re- 
leased from war work. To reduce 
time needed for the switchover, it | 
will permit plants to order new | 
machine tools now. In addition, it 
will release materials so industry 
can work on postwar models. 
Vacuum cleaner people expect 
to put out 1942 models when they 


first go back into production. But 
ithey suggest nevertheless that | 
WPB release material for test | 


models in such quantities that a 
variety can be built for tests in 
the laboratory and the home. 


Lines Up Fall Drive 


Lanman & Kemp-Barclay & Co., 
|New York, will launch small-size 
ads in several publications this 
September as a test campaign for 
Reuter’s soap and Murray & Lan- 
man’s Florida Water atter-shave 
iotion, and will follow up the test | 
with more extensive advertising in | 


ra 
49 
The company also plans to 
spot radio in markets where 
the product has dealer distribu- 


|tion. Guilford Advertising Agency, 
New York, is in charge. 


any way 
4 ~ YOU MEASURE IT 


DIESEL PROGRESS reaches key 
men who purchase equipment 


1945. 
use 


and supplies. They can be 
_ turned into customers for you 


Complete 
a big, new industry 


DIESE: 
GRESS 


dw aStH STREET NEW YORE TONY 


coverage of 


| 
EDITED:AND 
PUBLISHED BY 


REX W. WADMAN 
* NEW YORK 19,N.¥% 


2 WEST 45TH STREET 


| necessary to dispense with the) 
| Present method of scheduling reg- | 
|ular civilian production programs, | 
| for such programs will be “floors” 
linstead of “ceilings.” 

| 3. Government controls will be | 
‘reduced to a minimum, exercised | 
lonly to make sure that ed 
production does not interfere with | 
the war production job remaining | 
at that time. In general, civilian | 
production will be limited only by 
availability of materials, compon- 
ents and labor. 


To Resume Civilian Items 


4. While normal competition 
| will be restored as quickly as pos- | 
sible, manufacturers will be per- 
mitted to make any civilian items 
they wish, whether or not they 


J 


US. Puaraz wan 
Wil Yoram 7) 121) 
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METROPOLITAN OAKLAND, 
~ THEY READ THE © 


97% 


wCLUSIVE BSSOCrATIO FEISS 


. WILLIAMS, LAWRENCE & CRESMER. 
i oe a sulin Uiiccbarnal 


= Baklans sis Tribune _— i 


A.B.C. Publisher's Statement, March 31, 


CONCENTRATED 
RETAIL TRADING ZONE 


GREATEST HOME DELIVERED DAILY CITY CIRCULATION IN NORTHERN CALIFORNIA 
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Mechanics. 


1944 


om POPULA 


200 E. Ontario St., Chicago11, 


vee an wean pa 


A survey of the readership of Popular Mechanics has been 
completed. It is based upon over five thousand answers to a 
questionnaire from both subscribers and newsstand buyers in 
all parts of the country and in all sizes of communities e It 
gives a clear picture of the families that read Popular 

It tells about the ownership of homes, the 
occupations of the heads of the families, the family incomes, 
the ownership of cars and of other things that require a 
considerable outlay of money e In it, the readers say what 
they contemplate buying as soon as the products are 

| available—homes, cars, planes, radios, electrical refrigerators, 
heating equipment, insulation, paint and many other kinds 
of equipment and materials wanted for the improvement and 
maintenance of their homes e If they are thinking now 
about what they will buy, it is time for you to lead them to 
a selection of your product. What is your product? Let 

us know and we will gladly give you any information that 
our readers have given us about their intentions regarding 
such products e Remember this market of over 650,000 

can be reached at a cost below a dollar and a half per 

page per thousand. 
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Major Advertisers 


Spend Millions 
on War Themes 


(Continued from Page 2) 
dominant war theme. We have 
had things to sell to the con- 


sumer.” 


Promotes Soap Saving 


William G. Werner, manager of 


public relations of Procter & Gam- 
ble, reports that, among other 
things, P&G has been busy pro- 
moting soap conservation in nearly 
all its ads on the air and in print; 
has aided the fat salvage program 


baie 


BUFFALO'S 


a 


BROADCASTIN 
CORPORATION 


in newspapers, has given an 
average of 33 plugs per week to 
it on the air, and has participated 
in the OWI radio allocation plan. 
This summer P&G increasing 
emphasis on fat salvage 

In the nine-month period, 
Standard Brands, Inc., in coopera- 
tion with OWI, devoted 87 an- 
nouncements on its four network 


is 


programs to war themes, reported | 


D. B. Stetler, advertising director. 
Thirty of these were “over and 
above the assignments allocated to 
us by the OWI.” In nearly 100 


Sunday newspapers this company | 


is aiding the War Food Adminis- 
tration’s “seven basic foods’ cam- 


paign, and a special all-star broad- | 


cast, last December, aided the na- 
tional nutrition program. 
Fleischmann Distilling Corpora- 
tion, aStandard Brands subsidiary, 
promotes various war themes in 
eight magazines and in large city 
newspapers. Standard Brands has 
produced non-commercial films on 


nutrition, and wiil aid the Red assistant advertising manager. In|that “since September, 1942, we 
Cross in promoting a “Food for| both space and time, and point of| have devoted 75% of our adver- 
All” radio series. sale material, National Dairy di-|tising expenditures in newspapers | 


One-third to War Themes 


C. G. Mortimer Jr., vice-presi- 
dent of General Foods Corporation, 


estimates that one-third of his 
company’s time and space “is cur- 
rently being devoted to war theme 
advertising.” One of every four 
General Foods evening programs 
and one of ten daytime programs 


are devoted to the radio allocation | 


various war mes- 
sages. “In addition, we have our 
own voluntary allocation plan 
which provides for at least as 
much again of radio participation 
. With major emphasis on the 
food situation. . . In our publica- 
tion advertising, with few excep- 
tions, all of our campaigns now 
'embrace a war theme.” 

In addition to other war theme 
efforts, General Mills cites a cam- 
paign being run this summer in 
women’s magazines, on ways of 
using the products of Victory gar- 
dens, helping fat salvage, consum- 
ing more unrationed foods, etc. 

Campbell Soup Company’s prin- 
cipal war-theme work has been on 
radio shows, writes R. M. Budd, 


plan, covering 


vides its emphasis among war 
| bonds, “Food Fights for Freedom,” 
;household conservation, recruit- 
iment of Wacs and Waves, and 


blood donations. H. J. Heinz Com- 
pany has been aiding food con- 
servation, Crop Corps, Victory 
gardens, etc., in farm publications 
and magazines, and its radio pro- 
|gram “Information Please” has 
promoted various war themes. 
Both Kellogg Company and Camp- 
bell Soup point out that 
product emphasis is at least 
| great as war-theme emphasis. 


as 


Booklet Summarizes Themes 

| George E. Mosley, advertising 
|manager of Seagram - Distillers 
| Corporation, submits a _ recently- 
prepared booklet, ‘Design for 
| Good-will,”’ summarizing all of 
this company’s war themes 
| activities. Since before Pearl Har- 
|bor, Seagram has devoted large 


|space to defense and then to war | 


| themes. 

Seagram subsidiaries, such as 
|Calvert and Carstairs, also have 
| gone “all out.” G. Allen Reeder, 
| Carstairs advertising director, says 


|to government war themes. The 
|other 25% we have used to ex- 
| plain the shortage of our whisky.” 

Frankfort Distilleries, recently 


their | 


and | 
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|acquired by Seagram, is promot 
ing war bonds in newspapers th 
summer and contributing to wa 
pool newspaper advertising in it 
home city, Louisville. 

Schenley Distillers Corporatio 
in recent months has promote 
war bonds, reports Harold I. Reir 
gold, assistant advertising mar 
| ager, and this summer is runnin 
campaigns for war bonds ar 
blood donors in magazines, new 
papers and outdoor. 


Walker Series Aid 


“Almost all of our advertisir 
is connected with war themes, 
replies Carleton Healy, vice-pres 
dent of Hiram Walker, Inc. 
Canadian Club magazine seri 
promotes inter-American amit: 
and another brand campaign dea! 
with the philosophy of rationin; 
In newspapers of 100 cities th: 
spring, Hiram Walker ran 1,000- 
line insertions, with only compan, 
signature, ‘to tell the whole \V- 
mail story.” 

National Distillers is using var 
ous war themes in space adverti 
ing. 

General Electric Company’s ap- 
|proach to its use of various wa 
themes in newspaper and maga 


VIA PAPER PARACHUTES 


"SLACKER" CATALOGS 
"SHIRKER" BROADSIDES 
"OBJECTOR" DISPLAYS 


bs SMT ™ 


of 


parachutes 


IN AMERICA’S STOCKROOMS, STOREROOMS, WAREHOUSES... 


"HIDEAWAY" FOLDERS 
DODGER" BULLETINS 
"LOAFER" CARTONS 


SALVAGED PAPER PACKS 
A MIGHTY PUNCH 


Vital supplies — food, ammuni- 
tion, clothing, medicine—packed 
in waterproof paper containers 
—flown to outposts and isolated 
garrisons and dropped with pre- 


cision from the sky —in paper 


"SLINKER' BOOKLETS 
'SKULKER' CARDS 
"PACIFIST STUFFERS 


They’re hiding out, “soldiering” on the job, while the collection of used 


paper for war purposes is lagging behind our barest needs by more than 


100,000 tons a month. Let’s rout ‘em out, round ‘em up and put ‘em to 


work to whip the shortage. If we let it drag along, we'll pay with precious 


lives we must not, cannot sacrifice. 


It's time NOW for united action on 


the home front. EVERY POUND OF USED PAPER COUNTS — SALVAGE 
YOURS NOW! 
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mphasized on 107,780 car cards|sion for permission to build and 


Mr. 


sg be 


‘tising Age, July 10, 1944 


ampaigns, an executive peel b an 18-page report on “Wrigley 
“has been to have a large 


Wartime Advertising Cooperation”’ 
small but constant) from 1941 to 1944, recently made 


‘winders rather than any cam-|to OWI. 
sn on any one theme.” In newspapers, magazines .ud 
“practically all of our adver-|radio, Coca-Cola Company nas 
1° ever since the war began,|been aiding such campaigns as 
been devoted almost 100% to| Victory gardens, V-mail and con- 
spi g government departments | servation. 
4 bureaus with their problems,”’| One of several outstanding Tex- 
i: H. L. Webster, advertising| aco campaigns, a few months ago, 
nover of Wm. Wrigley Jr. Com-| was on “the nature of the enemy.” 
“With the a for our re 
soaring far beyond our “1: ° 
aximum production abilities ... MBS Billings Up 67.6 lo 
» pave used our experience and Mutual Broadcasting System’s 
ies to sell ideas.” 


cumulative gross biliings for the 
three network pro-| first six months of 1944 totaled 


are devoted to the Navy,| $9,895,760, a 67.6% increase over 


air forces and to|the same period for 1943 when 


npower. Its car cards carry} billings were $5,902,924. June 
overnment messages and tributes| billings this year were $1,521,703, 
, such groups as farmers andjan increase of 38.3% over the 
achers. In the nine-month period | $1,100,483 total chalked up in June 
‘rigiey promoted 35 separate war] last year. 

Posters on Wac recruit- 


for example, were mailed to . : 
99.507 retailers and jobbers. Post- | To Build FM Station 


nd on 3,597 three-sheet posters.| operate an FM station in Dayton, 
Webster submitted a copy! O. 


| 


| 


Communist Ad Urges 


Extra Bond Purchases 

With the Fifth War Loan drive 
|within 4% of the national quota 
of $16,000,000,000, the Communist 
|Political Association has joined 
|other advertisers in a last minute 
|plea for bond sales. Using 140 
|lines in three columns in the New | 
York Times on July 7, over 
signature of Earl Browder, presi- 
dent of the association’s national 
committee, the copy urged the 
purchase of extra bonds. 

The association has also sched- 
uled copy in newspapers in mid-|... ; 
west and Pennsylvania news- 'Slingerland to R&R 
papers stating its general policy| J. H. Slingerland, for 
on efforts to win the war. 


‘Knox Reeves Loses 
Six Staff Members 


The confused agency personnel 
|situation in Minneapolis became 
jeven more confused during the 
n nurse recruitment went to Crosley Radio  Corporation,|last week in June when six staff 
drug stores and general|Cincinnati, has applied to the|members of Knox Reeves Adver- 
Morale building has been} Federal Communications Commis-|tising left the agency. Harry John- 
|son, media man, Donald Young, An eight-page illustrated, 
visualizer and layout man on the | 
Wheaties account, and Art Lund, 


formerly handled Betty 


= 


|}chandising and display. 


capacity. 


who handled baseball and 
spot broadcasts, all joined Camp- 
bell-Mithun, Minneapolis. 

Other defections from the Knox 
Reeves staff included 
Lund, merchandising and packag- 
ing man; Ellard Sibbitt, 
designer; and Augy Becker, 


soup and more recently operated 
the | 0n the Wheaties newspaper 
toon campaign. Herbert Lund has 
joined the Chicago office of Ruth- 
rauff & Ryan in an executive ca- 
| pacity to work on chain store mer- 


5 years with Montgomery Ward | 


Issues Summer Schedule 


loid size summer program sched- 
ule designed by John Drake, pro- 


al 


A Paragraphs 


An Institution 


gane 
ce 


Tue afternoon of March 10, 1902, the 
Oregon Journal first appeared in Portland. That morning 
the city editor tossed a few scraps of paper on the desk of 
a young reporter and barked: “Here are some Chicago 
market reports you can cut and paste. While you're at it 
better call some of the commission men and get a couple 
of paragraphs about the local markets.” 

The city editor didn’t know it, but he was starting a 
chain of events that was to culminate in a new kind of 
reporting of local market news for consumers ...and a 
lifetime career for that young reporter, Hyman Cohen. 

Young Cohen wasn’t satisfied to edit telegraph copy, 
paste government market reports and get his local news 
on the phone. He was convinced that housewives would 
be interested in news about the local supply of food stuffs, 
particularly perishable and semi-perishable items. He 
believed that local wholesale markets for these products 
should be covered the same as local sports, the city hall 
or courts... by firsthand eye-witness reporting. 

And so young Cohen began a daily article called the 
““Market Basket” written for Portland homemakers. That 
he gauged correctly the interest of women in the supply 
and prices of foods is evidenced by the fact that in the 
past 42 years the “Market Basket” has grown from a 
paragraph to an institution. 

During these four decades Hyman Cohen has begun 
his work day at 2:00 a.m. First he visits with the farmers 
dozing on their trucks as they wait to sell their fruits and 
vegetables on the great East Side Farmers’ market. There 
he chats with retailers as they buy their perishable 
merchandise for the day. Then he makes the rounds of 
the produce houses, wholesalers and commission men. 

Before 7:00 a.m., when most of his readers are just 
arising, he is back at his desk in The Journal’s city room. 
Here he writes the “Market Basket” for Portland house- 
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For Portland housewives 
he starts his day at 2 a.m. 


wives. Now he is ready to work with his associates in the 
writing and editing of The Journal’s market page. 

Three generations of Portland housewives have relied 
upon Hyman Cohen’s “Market Basket” in The Journal. 
It tells them what seasonal fruits and vegetables, seafoods, 
poultry and dairy products are in the market, which are 
plentiful and favorably priced. It’s the housewives’ 
Baedecker for planning shopping trips. It’s their guide 
when they schedule their canning programs. 


THE “MARKET BASKET” symbolizes the spirit of enterprise 
that exists on The Journal's staff. It is the creation of a 
man who believed that there was a better way of doing 
his job than the usual way. He is typical of the men and 
women who staff every department of The Journal. They 
are all loyal, hard-hitting, hard-working newspaper men 
and women... taking on jobs not in their strict line of 
duty . . . spending their brains and energy freely in creating 
the best newspaper they know how! 


If you lived in Portland you'd read 


The JOURNAL 


PORTLAND, OREGON 


Afternoon and Sunday 
Represented 
Nationally by REYNOLDS-FITZGERALD Member Metropolitan & Pacific Porade Groups 
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motion manager of Station KRNT, 
Des Moines, has been mailed to 
radio listeners in the 16 towns 
surrounding Des Moines, whose 
newspapers carry the new KRNT 
advertising column, “Likely 
Listenin’.” 


Backs Paper Salvage 
Inaugurating a new cover theme, 

Collier’s devoted its front page of 

the July 15 issue to a plea to save 


| waste paper. Scheduled _tenta- 


tively are a “save tin” cover in 
October and “save fats” in No- 
vember. 


the past| Form Flournoy & Gibbs 


Lev Flournoy and Philip S. 


1 

'& Co., nine as sales manager of | Gibbs, both former Toledo news- 
|the Riverside tire and auto acces- 
|sory department and five as sales 
manager of the farm equipment | 
department, has joined the Chi- 
cago office of Ruthrauff & Ryan 
in an executive and merchandising 


paper men, have formed a _ pub- 
licity and public relations firm 
known as Flournoy & Gibbs, with 
offices in Toledo. 


Buffalo’s 
Greatest Regional 
Coverage 


BUFFALO'S 


BLUE 
NETWORK 
STATION | 


5000 WATTS BY DAY 
1000 WATTS BY NIGHT 


BUFFALO 
BROADCASTING 
CORPORATON 


FREE & PETERS, INC. _ 
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Carlson-Phillips Suit 
Dismissed by Court 

Circuit court Judge Harry M. 
Fisher has dismissed for want of | 
equity a suit brought by Emmons | 
C. Carlson, Chicago promotion | 
manager of NBC, against Irna | 
Phillips, radio script writer, seek- 
ing an accounting and 50% of the | 
profits from the radio serial “The 
Guiding Light”. 

The decision reversed an earlier 
one in favor of Mr. Carlson, which 
ordered an accounting. Mr. Carl- 


| specialties, 
| tories, 
lall of New 


son maintained that he and Miss 
oe originated the show and 
had agreed on a partnership. She 
denied such an arrangement. 


Medical Denies Named 


Purdue Frederick Company and | 
Professional Laboratories, both 
manufacturers of pharmaceutical | 
and Chafeen Labora- 
baby cream manufacturer, 
York, have appointed 
Medical Advertising Service, New 
York, to handle their advertising. 


WORCESTER, MASS. 


ESTABLISHMENTS _ 


with this mucr PEACE-TIME SMOKE 
there will te POST-WAR FIRES 


Before the war, not to mention the present, Worcester industries 


were hitting on all 400 — four 


hundred industries represented 


by 1095 separate manufacturing plants. This diversity is the 
secret of Worcester’s stability —a market which no one or 
two exclusive war industries can impoverish after V day. This 
cushion of variety, from rolling mills to microscopic springs, 
from clothing to envelopes, will continue to support a huge 


buying power, aided by savings 


Worcester, 


even now of $1077 per capita. 


the market entitled to early post-war planning of 


advertisers, with a City Zone Population of 235,125 and City 
and Retail Trading Zones of 440,770, receives blanket coverage 
from Telegram-Gazette circulation. 


The TELEGRAM -GAZETTE 


a WORCESTER, MASSACHUSETTS ~ 


. GEORGE F BooTHw Pubiishes- 
PAUL BLOCK and ASSOCIATES, NATIONAL REPRESENTATIVES. 


OWNERS of RADIO STATION WTAG 


A IMPOSING group of successful advertising executives 
and advertising agencies find this a lucky number. It en- 
ables them to usea service consisting of ad-setting, engraving, 


and printing—all under one roof... 
always on their toes to serve you so well that you will come 
back again. We can lighten your burdens—and at the same 


time produce better and more profitable printing for you— 
at a saving of time, trouble and money. Phone Whitehall 2300 


Specially trained men are 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVI NG + PRINTING 
400 N. RUSH STREET, CHICAGO 11 + WHITEHALL 2300 


'Co., Chicago; 


jand equipment 


| clation’s 


Furniture Makers 
See ‘Full Display’ 
by Next January 


(Continued from Page 1) 


said that 80% of the furniture | 
industry is engaged in civilian! 


production and that it has the best | 
| financial status in its history. He 


predicted that by 1945 it would do 
better than 60% of its 1940 pro- 
duction. 


Hopeful Side Seen 


In a question and answer session 
at the luncheon, the outlook for 
the industry in the next six 
months was discussed. Partici- 
pants were Margaretta Van R. 
Schuyler, of Montgomery Ward & 
Loren Troost, St. 
Joseph, Mich., who directs three 
typically smaller’ stores, and 
Leonard W. Stratton, home fur- 
nishings merchandise manager, 
Wieboldt Stores, Chicago. 

The supply situation, according 
to the quiz participants, “tis none 
too bright, particularly when we 
consider the possible results of the 
new lumber directive to take effect 
Aug. 1. However, in every simi- 
lar situation since the war began, 
the actual results were never quite 


|as bad as predicted.” 


Style influences that will play a 
part in postwar home decoration 
were 
from the American Walnut Asso- 
seven-year average of 


| style presentation during the vari- 


ous market shows, in which 18th 
Century leads at 30%; modern, 
29.7%; French, 9.9%; Commercial, 
9.4%; Colonial, 7.9%; and Early 
American, 7.6%. However, despite | 
the development of 18th Century, 
the trend to modern influenced by 
streamlining of autos and major 
appliances, was 


| fabricated homes, too, will interest 


|new sources of paper 


lor milk to glass or 


designers in creating more efficient 
styling, it was believed. 


Tell of New Plastics 


Reports were given of 48 new | 


plastics ready for the postwar 
market, as well as processed woods 
“that are 90% as hard as steel, 
cannot burn, 
come in all sizes, 
binations;” of four new types of 
paper, some ‘“‘compressed so hard 
they can be made into machine 
gears for noiseless operation, | 
others tough and_ waterproof, | 
washable, of high tensile strength, 
that will hold oil and liquids; of | 


colors and com- 


rushes, nettles, ramie, peanut hulls, 


etc.; of 28 new kinds of textiles, | 


made of everything from tree bark 
seaweed. 


Mr. Stratton and Mr. Whiting 


|expressed the industry’s apprecia- 


tion to the trade press, national 
magazines and newspapers “on the 
splendid job they have been doing 
in keeping the public iniormed 
and in developing consumer inter- 
est in home furnishings.” The 
opinion was expressed, however, 
that too much space had been 
devoted to the new and unusual 
types of home furnishings which 
are not practicable and are un- 
available, and that more space 
should be given to available mer- 
chandise and how it can be coor- 
dinated in the home. 


Cleveland Transit 
Injunction Suspended 


Pending an appeal court decision 
expected sometime in October, 
Mitchell, McCandless & Klaus, 
agency for the Cleveland Transit 
Board, will continue to operate its 
transportation advertising fran- 
chise in that city. An injunction 
restraining the agency in the sale 
of street car and bus advertising 
(AA, June 26), has been sus- 
pended following the agency’s 
posting of a $10,000 bond. 

The injunction was Originally 
granted to Philip Hordin, a tax- 
payer, following charges that the 
agency's five-year contract with 
the transit board was let without 
competitive bidding or without 
consent of city council. The tran- 
sit board and the agency hold that 
it was a personal service contract, 
let without bidding because there 


bidding basis. 


Was no 


indicated | 


predicted. Pre- | 


can be welded and | 


from bul- | 


Rudy Vallee to 
Broadcast This 
Fall for Drene 


Cincinnati, July 6.—One of 
|radio’s pioneer entertainers and 
|until July, 1943, the star of NBC’s 
|Sealtest program, Rudy Vallee, 
‘will again be a radio headline 
name when he resumes his micro- 
| phone career in a variety program 
to be sponsored this fall by Proc- 
ter & Gamble. Vallee withdrew 
from the Sealtest show to com- 
plete training in the Coast Guard, 
in which he is now an officer. 
| The new P&G program will be 
|heard Saturday nights, 8 p. m., 
EWT, replacing ‘“Abie’s Irish 
Rose,”’ scheduled to move to an- 
other NBC spot. It will promote 
P&G’s Drene shampoo. 

Agency is H. W. Kastor & Sons, 
Chicago. 

Dreft to Full NBC Net 

Marking expansion of “Dreft 
Star Playhouse” to the full NBC 
network July 3, is the addition of 


Gale Page, radio actress, in the 
role of hostess and narrator on the! 


Advertising Age, July 10, 1 \4 
| Procter & Gamble show. Ret: 

| ing adaptations of outstandip, 
|screen hits as its format, the pro, 
|gram will be heard Wednesdz=y. 
| 11:30-11:45 a. m., CWT. Age icy 
|is Dancer- Fitzgerald- -Sample, Chj 
cago. Dreft will be plugged \.¢. 
of Chicago, and Crisco, east « 


Lever Ups Station List 


Lever Bros. Company, C; | 
bridge, has increased the CBS |jx« 
of stations carrying the “Aun; 
Jenny” program from 53 to 75 
outlets. Promoting Spry, the se jie 
is heard Monday through rj 
day, 11:45-12 noon, EWT. Agency 
is Ruthrauff & Ryan, New York 


Lockheed Starts Show 


Lockheed Aircraft Corporation 
Los Angeles, which in June 
chased the second half of the 
Radio Theater” hour on CBS { 
a summer series, has selected “4 
|Man Named X,” starring Herber 
|Marshall as an American inte}lj. 
gence officer, to fill the period foy 
eight weeks. Starting July 10, thd 
program will be heard Mondays 
9:30-10 p. m., EWT, on 72 CBS 
| stations. Agency is Foote, Cone 4g 
Belding, Los Angeles. 
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liberty and pursuit of happiness. 
Maybe you don’t even want the 
area. 
yourself that you can get Western 
Michigan as a sort of 


BUT—you CAN’T BROADCAS 
FROM DETROIT OR CHICAG 
INTO WESTERN MICHIGAN! 


Western 
essential to every advertiser's life. 


YOU MAY BE ABLE TO BROAD... 
JUMP 26 FEET* — 
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ong- 


don't claim that covering 


Michigan is absolutely 


But if you do, don't kid 


“bonus.” 


from any outside station. 


The fact is that Western Michigan 


WKZO has the AUDIENCE 
in Western Michigan an 
audience greater than that 
of all other stations COM 
BINED! The latest Hooper 
Special Report (made in the 


market, but also in outlying 
communities of Western 
Vichigan, Cities and towns 
covered in this coincidental 
area study were, specifically, 
Kalamazoo, Allegan, Buron 


SIX OTHERS oO 
MIS‘ % 


iA od 1.2% 
STATION B 1% 
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strongest selling force 


simply 


alone are 
chief reason 


Western 


# inches, “at the Olympic Games of 1436 


WKZO 


cannot be covered from 


Chicago or Detroit, The distances 


But the 


have a 


formidable. 
is that we 


Autumn of 1943) proved Chinese Wall of fading around 
WKZO's outstanding domi ss 
nance not only in its primary here, and good reception simply 


demands a closer outlet. 


Michigan listens to 


Center, Dorr, Martin, Moline, WKZO. Read the little box at 
2 ll as Balas the left—then ask us or Free & 
Here are the Sundav Peters for the full details. 

figures, 7 to 10 Jes Geneise, OU; Ba deeethinned alt 


5000 Watts 
590 KC 


CBS 


in Western Michigan. 


with studios in 


KALAMAZOO and GRAND RAPID: 


Owned and Operated by Fetzer Broadcasting Company 


Free & Peters. Inc., 


Exclusive National Representatives 
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y, Cam 


eriod,” 
f these products have sufficient 
cceptance on the part of the pub- 
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3 7 "Dee b : } 

a ae | will be new in the game, with the | 
the Pro, orge and Conlon /cemporary advantage of being able 
cy | with a minimum of difficulty. Its 

ple, Chi dd N p d { ye Ngee os <a cieeetk, cad 
: greatest advantage, however, ac- 

Bed at a \ ew r0 uC 5 /cording to C. H. MacMahon, adver- 


o Appliance Lines 


‘ontinued from Page 1) 


bt i. estimated that 2,200,000 units 
f be sold within 12 months 

fte. production is permitted. To 

sis feld, Norge will bring refrig- 

rat on ‘know-how,’ producing the 
mallest number 
, the greatest possible market. 


Past Experimental Stage 


e automatic cycle laundry is 
past the experimental stage, 

t seems an automatic dryer is 
‘tural addition to the com- 
ly automatic laundry. Room 
of the plug-in package 

will increase greatly in popu- 

after the war.” 

‘he expansion move is in line 


5 | the company’s pledge to dis- 


ributors and dealers that Norge 
ijl] provide a “well-rounded line 
re najor appliances in the postwar 
“All 


Mr. O’Harra said. 


ic to warrant large scale produc- 
ion, in our opinion,” he declared. 
‘We are not entering new and 
untried fields but are expanding 
slong logical lines.” 

Estimates are not yet available 
s to the prices of the new prod- 
icts, Mr. O’Harra said. 

Norge’s advertising of the ex- 
anded line will be gradually 
ktepped up as each new item nears 
production, beginning in late fall 
with mentions of the new products 
n copy along with the standard 
yrewar line. Opening advertise- 
nents for Norge’s newly manufac- 
ured deluxe model: range will 
gin in August and September. 
Tonsistent with the company’s 
ong-standing policy, magazines, 
hewspapers and outdoor advertis- 


jigan 
from 
nces 

the 
ve a 
yund 


nply 


PID: 


g will be used. : 
Norge expects to have a jump 


of models _ to| 


on its competitors, many of which | 


to convert to peacetime production 


tising manager, is its established 
good will, earned over the years 
by satisfying customers and re- 
'taining able distributors. 

Joseph H. Neebe, vice-president 
of Campbell-Ewald Company, 
|agency handling the account, said 
the Norge fall campaign will be 
an aggressive bid to presell Norge 


products even before they are 
available. The company is esti- 
mated to have spent as much} 


|money on advertising institution- | 
|ally during any of the war years 
| as it invested in any prewar year. 
| Conlon, in revealing its postwar 
| expansion move, announced that 
I. N. Merritt has resigned as 
vice-president and director of 
Electric Household Utilities Cor- 
poration, Chicago, and head of its 
subsidiary, Meadows Corporation, 
Bloomington, IIl., to become vice- 
president and general manager of 
Conlon. 

Mr. Merritt joined Electric 
Household as_ vice-president in 
charge of sales, in 1934, and prior 
ito that was vice-president and | 
|general manager of Grinnell 
| Washing Machine Company, Grin- 
| nell, Ia. 

Conlon also announced it has 
purchased the heating pad division 
of Eagle Electric Mfg. Company, 
New York. 


Riddick Joins Houck 


George P. Riddick, for 19 years 
with the art department of Met- 
ropolitan Engraving Company, 
Richmond, Va., has joined the art 
staff of the Roanoke office of 
Houck & Co. The agency recently | 
added the Orkney Springs Hotel, 
Orkney Springs, Va., to its list of 
accounts. 


‘Lewellen Promoted 

| W. G. Lewellen, a member of 
the central office war staff of Gen- | 
| eral Motors Corporation since 1941, 


to furnish 


dominant 
coverage 
of the rick | 
East Texas- : 
North Louisia 1a 
South Cthansagy 
natket : 


\ SHREVEPORT 
IMES STATION 
HREVEPORT, LA. 
HE BRANHAM CO. 
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and previously assistant general 
sales manager of Chevrolet Motor 
division of GM, has been ap- 
pointed assistant to E. F. Johnson, 
vice-president of GM in charge 
of the Eastern aircraft division 
and of the Dayton divisions. 


FCC Okays WJJD 


Transfer to Field 

Approval of a transfer of con- 
trolling interest in Station WJJD, 
Chicago, to Marshall Field, owner 
of the Chicago Sun and PM, has 
been given by the Federal Com- 
munications Commission. 

Mr. Field will purchase the sta- 
tion from the majority stockhold- 
ers including Ralph Atlass, the 
president, Leslie Atlass, vice-presi- 
dent of CBS, and Philip K. Wrig- 
ley. Purchase price for the sta- 
tion, which operates on 22,000 
watts power, will be $696,000, plus 
or minus an adjustment for any 
change in the net worth of the 
corporation since Jan. 31. Formal 
application has also been made by | 
Field to the FCC for sanction of | 
his proposed purchase of the Cros- | 
ley station, WSAI, Cincinnati, for | 
$550,000. 


|advertising since 1923. 
Chrysler in 1939 as merchandising | 


| Canadian 


Storrs Case Named 


‘Plymouth Ad Head 


Storrs J. Case, newly 
advertising manager for 
will take over 
the Chrysler 
division’ _ effec- 
tive immediate- 
ly. His appoint- 
ment was an- " 
nounced recent- 
ly by Joseph E. 4 
Ply- 

general 
manager 
(AA, July 3). 

Mr. Case has 
been in auto- 
motive sales, 
promotion and 


appointed 
Plymouth, 
his new duties for 


Bayne, 
mouth 
sales 


Storrs J. Case 


He joined 


manager of the De Soto division. 
In 1941 he was appointed to the 
staff of A. 
dent of Chrysler, 
Plymouth from that office. 


Returns to Can. Dailies 
Campbell Soup Company, New 


Toronto, Ont., has returned to 
daily newspapers after 


53 


an absence of a number of years. 
A substantial campaign is being 


| released through Cockfield, Brown 


& Co., Toronto. 


Joins Soap Producers 


Ruth D. Goldberg, formerly with 
Procter & Gamble and more re- 
cently with Fairchild Publications, 
New York, has joined the Associa- 
tion of American Soap & Glycer- 
ine Producers as special assistant 
to the manager. 


vanDerZee, vice-presi- | 
and came to 


For 
Progressive 


ARCHITECTURAL MEN 
ead 


Pencil Points 


The Magazine of Architecture 


“He just heard about the effective buying 
income in Tacoma Washington... $1,927 
for every man, woman and child!”’ 


SECOND MARKET 


It’s a fact that concentrat- 
ed population and concen- 
trated buying power give 


added 


a market 


tance. The Tacoma mar- 


ket is not thinly 
over a wide area; 


centrates all its advantages 


Sales Management’s 1944 Survey of Buy- 


ing Power reveals these thought-provoking 
facts about Washington’s Second Market: 


100,000” cities. 


ington State counties. 


impor- the concentrated, 
deserves and demands. 

spread 

it con- 


complete Tacoma story! 


into one tightly-knit met- 


ropolitan buying district. 


Second most important in 


Washington State, 


fectively covered only by 


the dominant, 


trated circulation 


Tacoma News Tribune. 


concen- 


it is ef- 


of the 


1—Tacoma’s 1943 Effective Per Capita 
Buying Income was $1,927—ranking 
Tacoma 17th on the list of 132 “over 


2—Pierce County’s 1943 total dollar Effec- 
tive Buying Income was $385,360,000 
—ranking it second on the list of Wash- 


Tacoma is clearly an above-average market 
in an above-average state. More and more 
advertisers recognize this fact, give Tacoma 


localized attention it 


Ask Lorenzen & Thompson for the 


™Nows Tribune 


TACOMA, WASHINGTON 
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Boston's 
Only ALL-DAY 


Newspaper... 


...is the only Boston newspaper bringing 
its readers eye-witness reports from every 
trouble spot in the world today, from A-1 


correspondents such as these: Leland Stowe, 
Hl. K. Knickerbocker, A. T. Steele, Edgar ‘ 
Ansel Mowrer, Helen Kirkpatrick, George 
Weller, Paul Ghali, Nat A. Barrows, 
Richard Mowrer, kKdward Morgan, 
Edward Angly, David M. Nichol, Victor 
Gordon Lennox, Frederick Kuh, Allen 
Haden, Hal O'Flaherty, B. J. McQuaid z 


and others. 


*All comics. editorials. columns. cartoons and other features appear in A.M. GLoBE and in P.M. GLose. Result: 
Your advertising is read by two different but equally responsive groups — one in the morning; one in the evening 


... practically no duplication. 


s The Boston Globe 


MORNING + EVENING + SUNDAY 
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PHOTOGRAPHIC REVIEW OF THE 


HOSTS TO LEADING INDUSTRIALISTS—Members of the ANA agricultural 

mmittee which recently offered the dramatic presentation, "What the Farmer 
Thinks of Business," to a large Chicago group include, left to right: Earl 
lett, New Idea, Inc., Coldwater, O.; D. H. Odell, General Motors, Detroit; 


C. Seyfarth, International Harvester Co., Chicago, and committee chairman; 

A. Brock, Keystone Steel & Wire Co., Peoria, Ill.; F. A. Wirt, J. 1. Case Co., 

ne, Wis.; W. |. Nunn, Standard Oil Co. of Indiana, Chicago; and William 
Stinson, Cherry-Burrell Corp., Chicago. 


SOUNDING BOARD—Some of the members of BBDO's junior advisory council 

cive their reactions to the agency's proposed ads, under the guidance of Mrs. 

Jean Wade Rindlaub, vice-president. A panel of 85 young women employes 

of the agency from 18-28 years old, the council will be available for all agency 

problems to offer average opinions of their age group. Shown here are (left 

to right), Janet French, junior writer; Edith Thorsen, accounting clerk; Margert 
Fowler, writer; Jean Andring, secretary, and Mrs. Rindlaub. 


ADCLUB FOURSOME—Pictured at the recent meeting of the Advertising 
Club of New York are, left to right: Col. William H. Rankin, Robert W. 
Dundas, chairman of the war advertising committee of the Advertising Asso- 
ation of Houston and advertising manager of Foley Bros.; R. B. Alexander, 
manager of the New York office of Woman's Home Companion; and Earle 
Pearson, general manager, Advertising Federation of America. 


r 


CASE HISTORY—The human interest 

story of a 1941 Plymouth De Luxe 

sedan, recaptured from the Japanese 

in New Guinea, opens a new series for 

Plymouth Division. N. W. Ayer & Son 
is directing the campaign. 


Interesting 
war jobs 
made easior by GE lamps 


-* 
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x it 
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GENERAL {B ELECTRIC € 


BOOSTS WAC DRIVE—The General 

Electric Co. lamp department supports 

the Wac recruiting drive with this cur- 
rent national maqazine copy. 


COLEMAN “TAKES YOU INSIDE" 


To See The Real Magie Neat-Plonts” Of Tomorrow 


fhe % Coy A Sampin! —_ Newne Aibeaet SH OF Pxmmerwws Hont Wenders Semel Faw Cilloman's Mew Bnet 
Tek HC STORY OP FOUNRROWT MOM maT 


Faerie Cenc | 


ey PRE COLE wAR LAMP ARO Souk 


HOT FOR POSTWAR—Hot on the 
track of postwar heating business is 
Coleman Lamp & Stove Co., using 
factual copy in national magazines. 


$sO 


DEALER 


Care Saves. 
wear 


OINSERVATION—Esso Marketers’ July poster, making its bow in 18 states from Maine to Louisiana and the District of 


Columbia, focuses public attention on wartime rationing and tire care. 


The Le Sonier Refillable 
Powder Mitt is the favor- 
ite after-bath accessory 


IN MAGAZINES—Le Sonier, Inc., is using illustrations and copy like this in 
more than a dozen magazines to keep its refillable powder mitts before women 
prospects, and in trade publication copy is urging stores to keep ample stocks 
of this every-day gift and other Le Sonier aids to loveliness. 
Wiswell, Boston, is the agency. 


Chambers & 


ONE FOR TWO—Jule Mallin, Outdoor Advertising Inc.; John Lechner, Foote, 
Cone & Belding; and William East, advertising manager, Beatrice Creamery 
Co., Chicago, inspect sample ice cream boards to appear throughout 
the summer in about 200 cities. The same illustration is used for ice cream, 


sherbets and fruit ices. with one-third of the boards devoted to each. 
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AT THE TOP—Taking a cue from housewives’ letters, National Pressure Cooker 
Co., Eau Claire, Wis., in 12 women's magazines and !8 farm publications is 
featuring the Presto cooker as "No. | on your shopping list—of the things 
you'll want when they are again available.’ These ads are part of the new 
campaign handled by McCord Co., Minneapolis agency. 
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11,000 CARLOADS 


ARE A LOT OF 


LETTUCE! 


And when you add to those | 1,000 carloads of lettuce, the tens of thousands more cars 
of citrus, melons, cauliflower, carrots, potatoes and other fresh vegetables; fruits, dates and 
nuts; hay, grain and cotton; cattle, sheep, hogs, and other farm production---shipped 
annually from the Phoenix area---you have the reason Maricopa County’s farm income 


is consistently one of the half-dozen highest in the nation. 


your schedules -- now and after the war -- must include 


PHOENIX, ARIZONA. 
with its population of ver 200,000 


“a Y b 
— a 4 
yy 7d . Re 
<i 
: me 
; 
, 0 _, 
‘ 
4 
Seal 


TEPUBLIC onc GAZETTE 


Kath Ration Book Count of the 
Phoenix Metropolitan Market as 
defined by J. Walter Thompson Co 
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2. BOB HALL. National Advertising Manager DICK LEWIS, General Manager 
Representatives—Williams, Lawrence & Cresmer Co Representatives—Paul H. Raymer Co. se 
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